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ABOUT THIS REPORT

The 2017 Visitor Satisfaction and Activity Report (VSAT) presents the results of a survey
conducted annually by the Ha w aTiodrism Authority (HTA) as part of its Tourism Research
program. The survey measures the opinions of visitors from eight visitor groups: U.S. West, U.S.
East, Japan, Canada, Europe, Oceania, China and Korea regarding their recenttriptoHa wa i ¢ i

Selected U.S. West, U.S. East, Japanese, Canadian, European and Oceania visitors were
contacted via email to complete the survey on-line. Beginning in January 2016, data for Chinese
and Korean visitors were collected via intercept surveys at the Daniel K. Inouye International
Airport using iPad tablets.

There were four objectives for the survey and the report. The first objective was to provide
measurements of survey r eHsapwaasdwdsitar destinasoa.fThesepoadct i on
describedvi si t or s6 eval uat i on o finvestibating theirveactiocmtoevens e x per i
that occurred on the island on which they stayed the longest. Visitors rated their stay on four

different evaluation categories i overall satisfaction, how well their experience matched their

expectations, likelihood of recommending H a w até obhirs, and likelihood of returningtoHa wa i 6 i

within the next five years.

The second objective was to investigate the activities in which visitors took part as they visited
each of the islands on their itinerary. VSAT measured 50 activities which were categorized as
sightseeing, shopping, history, culture and arts, entertainment and dining, recreation and
transportation. Business activities, sports, wedding and family celebrations and visiting with
friends and relatives were also measured. Those activities defined the vacation trips enjoyed by
Ha w & igigitors and provide a measure of the extent to which our products are being used.

The third objective was to offer some insights into the destination selection and trip planning
process, as well as the timetable involved in planning and booking a trip. Survey data showed
that visitors employed a variety of resources to plan, select and book atriptoHa wa i 0 i

The final objective was to provide demographic profiles of H a w avisitbris. VSAT pulled together
demographic and travel behavior patterns from this survey, the Domestic Inflight Survey and the
International Intercept Survey?. Together, these sources provide data on income and education,
employment status, life-stage segments, First-time or Repeat visitors, the structure and type of
the visitor party and reasons for visiting H a w a This represents an enhanced level of detail not
available from HTA® annual and monthly visitor reports.

This report and the companion Excel workbook of 2017 VSAT data tables are available on the
HTA website: www.Hawaiitourismauthority.org/research/reports/visitor-satisfaction.
For further information, contact the HTA at (808) 973-2255.

This report was produced staffyJethifeAChen, Minb-Chrai s GhuriRe s e ar ¢
Joseph Patoskie and Lawrence Liu.

1 Hawai 6i Touri sm AuRepontr2016,pp. 1885 nu a | Research
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DEFINITIONS

Visitor: An out-of-state traveler who stayed in H a w afdr &t least one night and less than one year.

I n this report, findi ngs naatacolléctedfrons eighttvisitor markets:i t or s 0
1. U.S. Westi Pacific states (Alaska, California, Oregon, Washington) and Mountain states

(Arizona, Colorado, Idaho, Montana, Nevada, New Mexico, Utah, Wyoming)

U.S. Easti Other states in the continental U.S.

Japan

Canada

Europe 1 United Kingdom, Germany, France, Italy, and Switzerland

Oceania i Australia and New Zealand

China

Korea

© N A WDN

Visitor Lifestyle and Life stage: A classification used by HTA and other visitor industry members
in Ha w ato study specific market segments using the following classification:
x  Wedding/Honeymoon: Visitors whose primary or secondary purpose of trip is to get
married or be on their honeymoon
x  Family: Visitors traveling with children under 18 years of age and are not included in the
above life stage
Young: Visitors between 18 and 34 years of age and who are not in the above life stages
Middle Age: Visitors between 35 and 54 years of age and not in the above life stages
Seniors: Visitors 55 years of age or over and not in the above life stages

Length of Stay: The average number of days visitors were present in H a w ainclading the day
of arrival and the day of departure.

OVERVIEW OF VISITOR INDUSTRY

Hawa@iséit ouri sm industry achieved new preagiasihs i n t
2017, marking the sixth consecutive year of record growth in both categories. Total spending by

visitors to the Hawaiian Islands gained 5.6 percent to a new high of $16.81 billion. A total of

9,404,346 visitors came by air service or by cruise ships to the state, an increase of 5.3 percent

from the previous record of 8,934,277 visitors in 2016. Total visitor days rose 4.8 percent

compared to last year. The average spending per day by these visitors ($198 per person) was

slightly higher than 2016 ($197 per person).

Arrival s b y rose 4.5 petcamt to060680L7 52 visitors in 2017. There were 2,744,994

visitors who came by air to Maui, up 4.2 percent from 2016. Ar r i val s ©of®8,48mweek a 0 i
slightly lower (-0.8%) compared to 2016. There was a 2.1 percentgrowthi n ar r i vatos t o L (
64,357 visitors). Arrivals to the island of H a w airicréased 13.6 percent to 1,761,489 visitors while

arr i val sgrew@d@.8 pemantaadli279,968 visitors.

For a complete analysis of Hawa@iso6ivi si t or i ndioghe L7 Anpualevsiore r ef e
Research Report ( p ddosted on the HTA website at:
www.hawaiitourismauthority.org/research/annual-visitor-research-reports
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VISITOR SATISFACTION

Visitor satisfaction levels are an important indicator of visitor industry performance. They provide
important feedback on how well services are delivered and how well those servicesf ul f i | |
expectations. High satisfaction encourages return trips to H a w aandd&dsults in a higher likelihood
to recommend H a w aais & vacation destination (See the companion Excel workbook of 2017
annual VSAT data tables posted on the HTA website).

OVERALL RATING OF MOST RECENT VACATION TOH A WA I

Figure 1
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Figure 1. Overall Rating of Trip
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0 U.S West U.S East Japan Canada Europe Oceania China Korea
o202 1.8 837 73.0 8.7 856 773
o2013 81.0 85.6 71.0 839 84.9 79.0
o204 816 83.8 628 832 85.2 75.9
B2015 345 88.1 85.5 838 8.2 5.8
B2016 8.2 0.3 778 23.0 8.7 818 765 777
m2MT 383 1.1 75.2 a7.4 365 81.0 775 715

1 A Ex c e lalingsbly &orean respondents decreased (-6.3 points to 71.5%) compared to

2016.

1 Ratings by U.S. West, U.S. East, Japanese, Canadian, European, Oceania, and Chinese
respondents in 2017 were similar to the previous year.

2 Percentage of respondents who rated their most recent trip a 7 or 8 where 1 = poor and 8 = excellent.
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MEETING VISITOR EXPECTATIONS

Visitors6 evaluation of their trip is influenced |
also by their needs, interests and expectations. Visitors were asked iftheirHa watirdiip fddx c e ed
imet o or Adid not meetd expectations.

In 2017, ratings of fexceededoexpectations by visitors from most markets increased compared to
2016.

Very few respondents from U.S. West (2.5%), U.S. East (2.1%), Japan (2.3%), Canada (2.7%),
Europe (2.8%), Oceania (4.7%), China (4.7%), and Korea (6.7%) said that H a w afiliddnot meeto
their expectations.

Figure 2. Trip Exceeded Expectations
(Percentage of Visitors Who Said this Tr i p fefed@ eEx p e c tbaMMA) n s

&0
=0 N N
40 ' e
o _
o | —
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2
&
20
10
0 , ,
U.5. West .5 East Japan Canada Europe Oceania China Korea
o2z 347 45,5 354 428 443 39.0
o2013 3rg 48.0 35.4 41.4 475 416
o204 348 487 33.0 407 495 359
215 332 451 344 412 51.9 B3
m201E 4.7 53.3 35.0 4586 53.0 392 156 552
27 433 27 418 423 51.4 33.0 237 51.1

1 A higher percentage of Japanese (+2.9 points) respondents felt their trip fiedceededo their
expectations compared to 2016.

1 Ratings by Korean (-4.1 points) and Canadian (-3.4 points) respondents were down from
2016.

1 While Chinese visitors were more critical about H a w athaid ather visitor groups, their ratings
improved (+8.1 points) compared to 2016. A quarter of Chinese respondents in 2017 felt that
H a w afixéeededotheir expectations and 77.7 percent said the trip fimetotheir expectations.

Hawai 6i Tourism Aut IBor i t29T Visitor Satisfaction and A&migrt



LIKELIHOOD TO RECOMMEND HA WAl 0O |

Highly satisfied visitors are more likely to recommend their vacation destination to their friends
and family. Visitors were askedi f t hey were fivery | ikelyo,orisomew
into at aredomnmendiden lwyads @ viacation place to friends and relatives.

In 2017, only a small percentage of Korean (4.7%), Oceania (3.4%), European (2.4%), Chinese
(1.9%), Japanese (1.7%), Canadian (1.7%), U.S. West (1.5%) and U.S. East (1.5%) respondents
said that they would ot too likelyoor ot at all likelyorecommend H a w a Thé majority of visitors
continued to respond that they would fvery likelydorecommend H a w atd abhers.

Figure 3. Very Likely to Recommend H a w atb Briends and Relatives
(Percentageof Vi si t or s i Ve RegconumehkdeH aywoa fordéacation by MMA)
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U.S. West U.S. East Japan Canada Europe Oceania China Korea

02012 908 882 773 898 832 829
02013 892 89.0 759 886 848 842
02014 882 875 751 893 825 817
@2015 902 88.3 755 884 829 80.3
m@2016 895 879 783 899 844 808 659 832
m2017 889 893 761 886 832 801 80.0 773

1 Nine out of ten U.S. West, U.S. East and Canadian respondents in 2017 would fvery likelyd
recommend Hawai 6i t o fseratiegs mreainednmethtivelyecbnaigtentwighs . T h e
scores from the prior six years.

1 Slightly more than 80 percent of respondents from Europe and Oceania would fvery likelyo
recommend H a w ain 2017. Their ratings were similar to 2016.

1 Japanese vigsas otedinvaty | i kEhwato dthers fomvacatiord i n g
hovered near 80 percent in 2016. Ratings in 2017 dropped slightly (-2.2 points) to 76.1
percent.

1 For Korean respondents, ratings in the i v e r y td recknemenddcategory declined (-5.9
points to 77.3%) compared to 2016.

1 Eight out of ten Chinese respondents reported that they would fivery likelyd recommend
H a w ato tldeir friends and relatives, up 14.1 points over 2016.

Hawai 0i Tourism Aut ®Bor i t20T7 Visitor Satisfaction and A&eitgrt



LIKELIHOOD TO REVISITHA WA 6 |

Likelihood to revisit H a w aid ad indicator of future demand and changesindesires.Each vi si t or €
decision to return to H a w aid ifluenced by a variety of factors. Among these factors are positive

experiences during their most recent trip, a desire for new experiences, amount of time available,

financial considerations, airline access, and distance fromHa wa i 0 i

Figure 4. Very Likely to RevisitHawa i 0
(Percentageof Vi si t or s Ve reyisitlin tikeeNexy Five Years Ry MMA)
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U.S. West U.S. East Japan Canada Europe Oceania China Korea
02012 791 556 527 658 432 47 4
02013 755 520 522 629 359 510
02014 757 520 508 62 6 364 505
@2015 784 5717 523 613 434 528
@2016 793 585 545 675 450 597 523 797
m2017 742 578 56.0 652 44 2 569 63.0 726
1 U.S. West respondents6fv e r y  lrating e ther wi | | i ngness tigangede vi si t

between 75 to 80 percent between 2012 and 2016. However in 2017, ratings decreased 5.1
points to 74.2 percent.

1 Among Korean respondents, ratings of ii v elikelyoto return to H a w ain tideinext five years
also declined (-7.1 points) between 2016 to 2017.

1 With the long distance and no direct flights to H a w @ Euéopean visitors continued to show
the lowest percentage among all regionsinthe fi v e r y tdratuknéolHswaii within five years
category (44.2%). Ratings in 2017 were similar to 2016.

1 Six out of ten Chinese respondents in 2017 said that they would fivery likelyorevisitHa w ain 0 i
the next five years, a 10.7-point improvement over 2016.

Hawai 6i Tourism Aut hOor i t291 Visitor Satisfaction and A&migrt



FIRST-TIME / REPEAT VISITORS

Likelihood to revisit is also highly correlated with visitor status (i.e., first-time versus repeat).
Percentages of first-time and repeat visitors varied across visitor markets. Figure 5 presents
VSAT measures for the likelihood of returning to H a w aini thée hext five years by first-time visitors;
and Figure 6 presents the same measures by repeat visitors.

7

Figure 5. First-time Very Likely to RevisitHa wa i 0 i
(Percentage of First-Ti me Vi si tors AVery Likel yc®@arshyMRAVI si t
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U.5. West U.S. East Japan Canada Europe Oceania China Korea
02012 572 339 325 488 318 389
02013 56.8 348 291 395 261 4138
02014 555 34 1 265 413 259 4186
m2015 592 400 294 353 336 459
m2016 61.8 447 299 469 369 531 483 774
m2017 585 457 345 477 368 49 4 593 709
Figure 6. Repeat Visitors Very Likely to RevisitHa wa i 6 i
(Percentageof Repeat Vi sitors @BWsdinyhe NextkFivé Years by MR
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U.5. West U.S. East Japan Canada Europe Oceania China Korea
02012 828 678 672 752 640 58.3
02013 796 63.7 675 758 591 612
02014 80.3 650 67.0 738 618 60.9
m2015 828 70.0 671 746 653 61.0
m2016 834 68.3 6938 781 646 67 1 701 895
m2017 779 66.5 676 746 626 647 810 788
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1 Among U.S. West respondents in 2017, 58.5 percent of first-time visitors said that they would
fvery likelyoreturn to H a w a downi 3.3 points from 2016. Ratings by repeat visitors were also
lower (-5.5 points to 77.9%) compared to 2016.

1 For U.S. East respondents, 45.7 percent of first-time visitors said they would fivery likelyo
return within five years, similar to 2016. However, a slightly lower percentage of repeat visitors
(-1.8 points to 66.5%) said that they would fivery likelyorevisit.

1 Among Japanese respondents, there was an increase in the percentage of first-time visitors
who said they would i v e r y rdturnk(+4l6 paints to 34.5%), whilefivery | i kel yo to
ratings from repeat visitors declined (-2.2 points to 67.6%) from 2016.

1 For Canadian respondents, 47.7 percent of first-time visitors in 2017 said they would fvery
likelyorevisit, similar to 2016. A lower percentage of repeat visitors (-3.5 points to 74.6%) said
that they would fivery likelyoreturn compared to 2016.

1 For European Respondents, 36.8% of first-time visitors reported in 2017 that they would fvery
likelyoreturn to H a w awiithnifive years whereas 62.6% of repeat visitorswerefivery | i kel y o
return, similar to 2016.

1 For Respondents from Oceania, a lower percentage of first-time visitors (-3.7 points to 49.4%)
said they would fvery likelyoreturn in the next five years. Ratings by repeat visitors (64.7%)
were similar to 2016.

1 Among Chinese respondents, a higher percentage of first-time visitors (+11 points to 59.3%)
and repeat visitors (+10.9 points to 81.0%) said that they would fvery likelyd come back to
H a w awithinifive years.

9 First-time Korean visitors reported that they would A v elikefyd return to H a w awiittdin five
years (-6.5 points to 70.9%) while the response of i v e r y fdr iepeat Vigitars was lower
(-10.7 points to 78.8%) compared to 2016.

Hawai 0i Tourism Aut b2 r i t2017 Visitor Satisfaction and A&eqitgrt



NOT LIKELY TO REVISIT HA WA I

While measuring the degree to which visitors will return to H a w aprogides a perspective on
visitor retention, it is equally important to assess their desire not to return and reasons for this

sentiment.

(Percentage of Visitors reporting fiNottoo li k el yNo torati al Irevisit Hkaew ajnothetNext

7

ol

Figure 7. Visitors Not Likely to RevisitHa wa i 0 i

Five Years, by MMA)
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U.S. West U.S. East Japan Canada Europe Qceania China Korea

02012 6.4 196 146 125 304 209
02013 72 215 16.1 133 362 158
02014 83 233 171 134 296 173
m2015 57 180 173 142 217 185
m2016 53 153 143 103 234 132 162 51
m2017 7.3 154 122 114 248 141 95 8.7

The responses of visitors who would not likely return to H a w aaredshown in Figure 7. The
measure consists of the percentage of visitors who stated that they were either o t
a |lvisit H ai wka&df tité:

fno t at

9 For Chinese respondents in 2017, the percentage of visitors fho t

1 Ratings by respondents from U.S. West, U.S. East, Japan, Canada, Europe, Oceania and
Korea were similar to 2016.

Hawai

0 i

t o

too

i kely

t o oand findt & klly o
| i kte tetyrd declined by 6.7 points to 9.5 percent reflecting improvement over 2016.
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Reasons for Not RevisitingHa wa i 0 i

Respondents who reported thattheyt h a t

they

would Anot too
H a w aweré asked to give the reason(s). A list of 11 reasons were offered in the survey and
respondents could check all that applied. Five of the items (outlined in Figure 8) are considered

fibarri er s q reprasenting donditiams ohtige marketplace or characteristics of the

traveler.

Figure 8. Reasons for Not Returningby MMAT AiBarri er so
(Percentage of 2017 Visitors Not Likely to Revisit Ha w aih thé Next Five Years)

th i

Flight is too long

Five years is too soon to revisit

Other financial obligations

Poor health/age restriction

Want to go someplace new

1

0 10 20 30 40 50 60 70
Poor he_alt_h/age Othe_r fin_ancial Five years is_ tpo Flight is too long Want to go
restriction obligations soon to revisit someplace new
Ou.S. West 7.6 16.2 14.0 22.8 45.0
OU.S. East 7.9 19.7 19.3 58.8 45.2
@Japan 7.3 25.9 34.8 22.3 39.2
mCanada 7.5 19.2 21.1 39.6 49.9
OEurope 2.6 16.1 24.4 66.4 42.5
mEOceania 54 17.4 14.9 17.1 54.5
m China 6.0 174 27.1 38.5 56.8
BKorea 1.0 27.2 21.3 49.0 29.0
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The remaining six items (shown in Figure9)ar e fAper f or manceo issues. The
indicate dissatisfactionwithHa waisdéivi si t or i ndustry prtohdeucpr.i cfieNoo ti
similar to At oanore & peom@ainvaboutdhe guality ofithe product rather than

its price tag. For all visitor markets, very few respondents said they would not return because of

unfriendly people or poor service. A breakout of the responses by market (with gain/loss of

percentage points between 2016 and 2017) is provided below.

Figure 9. Reasons for Not Returning by MMAT i Per f or mance | ssuesao
(Percentage of 2016 Visitors Not Likely to Revisit Haw a iirdthe Next Five Years)

roepene E

Not enough value for the price

]
]
Too crowded/congested/traffic é
]

Too commercial/overdeveloped

Unfriendly people / felt unwelcome

Poor service

0 10 20 30 40 50 60 70
. T T
Poor service L/J?Ef}rlltel?:\ll{eﬁ:%%)lee commer(?iZl/overd crowded(;((:)o_ngest NO]EOerntch]:gg\ri\ézlue Too expensive
eveloped ed/traffic
0OuU.S. West 4.0 6.5 17.5 29.1 25.3 51.5
OU.S. East 1.4 1.7 10.2 11.4 14.0 47.9
@Japan 3.6 1.0 6.1 7.5 8.6 38.1
ECanada 2.8 2.5 14.6 11.6 26.5 57.2
OEurope 1.9 25 155 9.7 195 50.2
EOceania 51 21 34.4 22.9 30.5 36.9
EChina 4.3 4.0 8.0 4.0 27.7 324
mKorea 12.5 12.6 20.0 14.2 56.2 60.1

US. West: The fdesire to g a.4pomsite50%)centinned wo be the primary
barrier to revisiting Hawain@(dl7. dome nespondéntsScitediMe st r e s
Al ong flighto @andBoplemt i n@an 2i2A [B®inte tol16.29pdsi ons o |
barriers to returning.

H a w abeingiftoo expensiveod -4.(7 points to 51.5%) was an issue for over half of the respondents.
A quarter of the respondents said that Ha wa i 6 i was At osot eadroo wd+eld./8c omayien
29.1%) or that there was fmot enough value for the priced(-7.0 points to 25.3%).
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U.S. East: The flong flighto (+10.7 points to 58.8%) and the fdesire to go someplac e n-8.%wo (
points to 45.2%) were the top two barriers cited by U.S. East visitors.

H a w abieidgi ftoo expensiveo (-3.8 points to 47.9%) continued to be the primary performance

i ssue affecting U.S. E a s @thenreasonstincludedd alwiafadlieind o od t o
enough value for the priced(-2.3 points to 14.0%) as well as being ftoo crowded/congestedo(-6.4

points to 11.4%).

Japan: Japanese respondents in 2017 continued to cite more barriers than performance-related
issues as reasons for not returning. Close to 40 percent of the respondents cited the fi d iesto
visit someplace newd(+2.8 points to 39.2%). Other barriers cited included ffive years is too soon
t o r e-l0.2spointsoto 34.8%), fother financial obligationsd (+9.5 points to 25.9%), and the
flong flighto (unchanged, 22.3%).

H a w abieidgi itoo expensiveo (+12.8 points to 38.1 points) remained the primary performance
issue for Japanese respondents. However, only 8.6 percent (+1.5 points) said there was fmot
enough value for the priceothey paid.

Canada: The fiesire to visit someplace newo (-1.5 points to 49.9%) continued to be the main
barrier to revisiting H a w aamdng Canadian visitors. Other reasons provided were the flong flightd
(+4.8 points to 39.6%) and ffive years is too soon to revisitdo(-1.4 points to 21.1%).

The primary performance-related issue was H a w abeirgiftoo expensiveo(+1.9 points to 57.2%).
Some respondents also felt that there was fnot enough value for the priced(-0.9 points to 26.5%).

Europe: The flong flighto(-1.1 points to 66.4%) continued to be the primary barrier for European
visitors wanting to return to H a w a Otlder reasons provided were the fdesire to go someplace
newo(-7.7 points to 42.5%), and ffive years is too soon to revisitd(+2.1 points to 24.4%).

Half of the respondents in 2017 said they would not revisit because H a w awafioo expensiveo
(-3.3 points to 50.2%). Some European respondents said that there was fmot enough value for
the priced(+2.0 points to 19.5%) and that H a w awiaifioo commercialized/overdevelopedo(+1.8
points to 15.5%).

Oceania: Among this group of respondents, the most cited barrier for revisiting continued to be
the fdesire to go someplace newod (-0.1 points to 54.5%). Other barriers that were cited include:
fother financial obligationso (+1.0 points to 17.4%), the flong flighto (-2.0 points to 17.1%), and
ffive years is too soon to revisitd(-4.8 points to 14.9%).

The top three performance-related issues for Oceania respondents were: H a w abeidg ftoo
expensiveo (-2.9 points to 36.9%), it being ftoo commercialized/overdevelopedd(-6.4 points to
34.4%), and there being fmot enough value for the priced(-5.9 points to 30.5%).

China: Among Chinese respondents in 2017, the fdesire to go someplace newo (+9.5 points to
56.8%) was the main barrier to revisiting Ha wa Thé i | ofligletd (+17.7 points to 38.5%) and
ffive years is too soon to revisito (+6.9 points to 27.1%) were other reasons provided. A third of
the respondents said H a w awiasifioo expensived(+21.6 points to 32.4%) and that there was fot
enough value for the priceothey paid (+12.2 points to 27.7%).

Korea: Among Korean respondents in 2017, the top two reasons for not returning were Ha wa i 6 i
beingft 0 0 e x p @h5spobinset@60.1%) and ot enough value for the priceo (+19.3 points

to 56.2%). The fi | ofliglto (+15.1 points to 49.0%) and the fdesire to go someplace newo (-4.9
points to 29.0%) were other reasons provided.
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INDIVIDUAL ISLAND EXPERIENCE

Each island has unique characteristics, activities, and products that provide different visitor
experiences. The VSAT survey asks H a w avisitoris to rate their experience on each island they
visited. Overall, the majority of visitors reported that their individual island experiences were
fexcellent.0

Beginning with the 2016 VSAT survey, response options for satisfaction by island were changed
from a four-point scale to an eight-point scale. While these additional variance measurements will
enable more detailed analysis going forward, the earliest measurable year for prior year
comparisons using these new categories will be 2016. As such, in the following graphs (Figures
10 through 17)f or years 2012 through 2015 the meas
category within a four-point scale (i.e., percentage of the total) whereas for years 2016 and 2017

ur emen:

the same category ( Aex byd domhnation) (i.e.i sum)roketpertepsteont e d

favorable response scores (choices 7 and 8 on an eight-point scale) divided by the total number
of responses.

Figure 10. Island Experience Rated as fi Ecellentoi U.S. West
(Percentage of Visitors by Island)
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0 Island of Hawaii - U.S
0'ahu - U S West Maui - U S. West T et Kaua'i- U S West
02012 56 6 631 621 688
@2013 57 1 636 628 66.0
m2014 514 666 607 691
B2015 559 682 642 709
m2016 79 1 87 4 794 929
m2017 81 1 89.0 849 919

1 Most U.S. West visitors in 2017 continued to give fexcellentoratings to the island they
visited. Ratings for the island of H a w a(+5& points) improved compared to 2016, while
ratings for O'ahu, K a ui,ealéd Maui were similar to 2016.
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Figure1l. | sl and Experience RaW® fHastas fiExcell ent o
(Percentage of Visitors by Island)
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0 Island of Hawai'i - U S

O'ahu -U S East Maui - U S. East siand o E:;‘;a"' - Kaua'i- U S. East

02012 573 721 627 731
Q2013 56 5 729 630 747
@m2014 575 745 612 767
@2015 59 1 747 687 797
@m2016 776 91 1 824 926
m2017 827 91 1 845 945

1 Ahigher percentage of U.S. East respondents in 2017 continued to give fexcellentoratings
to K a ui 04.5%) over the otherislands.Rat i ngs f or O6ahuover2ii6. oved 5.

Figure 12. Island Experience Rated as i E x ¢ e | il Japan 0
(Percentage of Visitors by Island*)
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O'ahu - Japan Maui - Japan Island of Hawal'i - Japan Kaua'i - Japan
02012 576 579 60.1 558
02013 573 523 604 497
m2014 56 2 574 612 476
@2015 56 6 56 6 535 499
@2016 765 751 742 704
@=2017 776 750 779 823
*Samples of Japaneserespond ent s on Kauadi were | imited.

1 Among Japanese respondents in 2017, the percentage of fexcellentoratings for the island
of Ha w a(+3¢ ipoints) was higher compared to 2016.
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Figure 13. Island Experience Rated as fi E x ¢ e | il GCamatdad
(Percentage of Visitors by Island)
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0 Island of Hawal'i
O'ahu - Canada Maui - Canada Canada Kaua'i - Canada
02012 531 643 58 1 675
02013 533 655 587 618
m2014 550 642 595 621
@2015 553 671 601 689
@2016 776 866 751 887
m2017 806 895 824 893

9 Over 80 percent of Canadian visitors in 2017 gave fexcellentoratings to the island that
they visited. Ratings for the island of H a w aimpdoved 7.3 points compared to 2016.

Figure 14. Island Experience Rated as i E x ¢ e | il Bnoped
(Percentage of Visitors by Island)
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0 Island of Hawar'i
O'ahu - Europe Maui - Europe Europe Kaua'i - Europe
02012 584 677 49 1 639
02013 A7 7 634 589 695
m2014 522 66.0 597 797
@2015 56 1 69 .1 613 786
@2016 772 872 743 931
@=2017 781 869 798 93.0

1 European respondents in 2017 continued to give K a uiah& highest percentage of

Afexcell ent 0 Popanpny ths islands.(R&tdgsdor the island of Ha w arosé i
5.5 points versus 2016.
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Figure 15. Island Experience Rated as i E x ¢ e | il Gzeahi®
(Percentage of Visitors by Island)
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0 Island of Hawal'i
O'ahu - Oceania Maui - Oceania Oceania Kaua'i - Oceania
02012 550 64 1 487 667
02013 557 616 543 677
m2014 510 597 595 580
@2015 552 585 546 620
@2016 778 813 815 86 1
m2017 798 845 840 884

1 Most Oceania respondents in 2017 gave fexcellento ratings to the island they visited.
Ratings for Maui improved 3.1 points over 2016.

Figure16. 1 sl and Experience R&aChend as AExcel
(Percentage of Visitors by Island*)
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O'ahu - China Maui - China Island of Hawal'i - China Kaua'i - China
m2016 78.0 793 80.3 844
m2017 789 836 762 791
*Samples of Chinese respondents on Kauad6i were | imited.

1 In 2017, the majority of Chinese respondents continued to give fexcellentoratings to the
island they visited. Ratings improved for Maui (+4.2 points) but declined for the island of
H a w a(44.t points) compared to 2016.
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Figure17. 1 sl and

Experience

(Percentage of Visitors by Island)
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1 Among Korean visitors in 2017, fexcellentoratings for the island of H a w aimpéoved (+4.9
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ACTIVITY PARTICIPATION

The VSAT survey measures visitor participation for 50 different activities in seven different
geographic areas of the state (O6ahu, Kauadi, Maui
represent visitors who participated in at least one of the activities in the group at least once during

their 2017 visit to H a w a($eé the companion Excel workbook of 2017 VSAT Data Tables 5.1 to

5.17, posted on the HTA website for activities statistics).

U.S. West

Sightseeing: Most U.S. West visitors in 2017 participated in sightseeing activities statewide
(96.7%), across alli s1 and | oc at8i9%)nHilo (97K6%), KoKkai (97.099), Maui (95.6%),
and O 6 a P2A7%.

1 Statewide, most went on fself-guided sightseeing excursions §86.7%), while a third fvisited
local communitiesd(34.6%) or went on fhoat/submarine/whale watching tours6(29.8%).

Recreation: U.S. West respondents in 2017 actively participated in recreation (96.5%).

1 Beach/sunbathingod (85.3%) was the most popular activity, followed by fswimming in the
ocean/snorkelingd (70.3%), visiting fstate parks/botanical gardensd (40.7%), and
frunning/jogging/fitness walking0(35.5%).

1 In 2017, more U.S. West visitors participated in recreation activities while o n K a A& %)i (9
and Maui (94.6%) compared to the other islands. fBeach/sunbathingd was similarly popular
onMaui(85. 5%) and on%Kauadi (82.9

1 A higher percentage of U.S. West visitors went fbackpacking/hiking/campingo (37.7%) on
Kauaadi

Entertainment and dining: Nearly all (98.9%) U.S. West respondents in 2017 engaged in
entertainment and dining activities statewide.

1 In dining options, seven out of ten (70.8%) of the U.S. West respondents ate at ffamily
restaurantsostatewide.

1 A higher percentage of U.S. West respondents indulged in ffine diningdwhile on Maui (57.4%)
compared to K a u a&4.3%), Kona (45.2%), O6 a h u , ahdiHila (B6R))

1 A quarter of U.S. West respondents went on flunch/sunset/dinner/evening cruisesoon Maui
(24.9%), K a u a 8.2%), @ridl in Kona (+23.9%).

1 More U.S. West respondents on 006 a h u fimglet clib/danaing/bar/karaokeod (10.3%)
compared to the other island locations.

1 Over half of U.S. West respondents fprepared their own mealsowith K a ui é64.3%) and Maui
(53.5%) visitors having the highest percentages.

Shopping: Most (97.0%) U.S. West respondents went shopping statewide.

1 The majority of U.S. West respondents shopped in flocal shops/artisanso(68.4%), particularly
on Kaiba%)iand Maui (71.5%).

1 Over half of U.S. West respondents shopped in feupermarketso(58.1%),e s peci al |l 'y on Kz
(67.0%).

1 Four out of ten respondents shopped in fdepartment storeso (43.6%), particularly or
(43.7%).

i Statewide, other shopping venues included iconveni ence s thotel steresd ( 4 2. 99
(33.0%), ffarme r s 6 nOEB38.09® tswadmeet (22.8%),Aidesi gner Boutandfueso (
fdiscount outlets(20.9%).
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Historical and cultural activities: Three out of four U.S. West respondents engaged in historical
and cultural activities (74.1%) statewide. fi L | @ral PPolynesian/hula shows &37.3%), thistoric
military siteso (27.5%), fother historic sitesd (30.9%), and fmuseums/art galleriesd (22.9%) were
popular attractions.

Transportation: Most U.S. West respondents used some mode of transportation (95.1%) and
the majority of the respondents used frental carso(82.8%). Some visitors used fairport shuttleso
(19.6%) and ftaxis/limoso(13.4%).

U.S. East

Sightseeing: Nearly all U.S. East respondents in 2017 participated in sightseeing activities
statewide (97.4%), and patrticipation rates were high across all island locations: K a u a 8.5%),( 9
Maui (97.2%), Hilo (95.6%), Kona (94.8%), and O 6 a 9414%j).

1 The majority went on fself-guided sightseeing excursions &82.0%), some fvisited local
communitieso (37.4%), went on fboat/submarine/whale watching tourso (33.2%), and took
fprivate limousine/van tours6(19.9%).

Recreation: Most U.S. East respondents in 2017 participated in recreation activities (96.0%)
statewide.

1 The majority partook in fi b e asunbathingd (84.8%) and fswimming/snorkelingod (66.3%)
activities. Visiting fstate parks/botanical gardenso (47.6%), frunning/jogging/fithess walkingo
(36.3%), and fbackpacking/hiking/campingo (33.8%) were also popular with this group of
visitors.

1 In 2017, the percentage of U.S. East visitors that went fsunbathing/beachd  w simsilar
between Maui (76.9%) and O 6 a h u6%. 7 6

i fBState parks/botanical gardensowere especially popular with U.S. East visitors while spending
timeon Ka wa8%)i ( 4

Entertainment and dining: Most U.S. East respondents engaged in these activities (97.9%).

1 fFamily restaurantsowere popular with U.S. East respondents statewide (65.8%).

1 More U.S. East visitors indulged in ffine diningd on Maui (58.6%) than other island
destinations.

1T ACaf®/ coéesee( ho6u8%), Alife music/state showso (3
food restaurantso (34. 9%), and fAlunch/ sunset/ di
popular with these respondents.

9 Four out of ten (40.6%) of the respondents fprepared their own mealsostatewide.

Shopping: Most U.S. East respondents went shopping (95.9%) during their visit to the islands.
The majority of the respondents shopped while on Maui (91.0%), O 6 a h 8%, Bauai (87.6%),
and in Kona (84.1%)).

1 Over half of the respondents on K a u a68.4%), Maui (65.6%), O 6 a (b4.1%), and in Kona
(58.9%) shopped in fiocal shops/artisans.o

1 While on K a u §8.6%), Oahu (45.6%), Maui (45.3%), and in Kona (43.8%) more than four
out of ten of U.S. East respondents shoppedinfisupeemar b

T Whi |l e o rdegadneet stqreso(43.8%) a n donvenience storesd(34.6%) were the next
most popular shopping venues.
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Historical and cultural activities: Eight out of ten U.S. East respondents engaged in historical

and cultural activities (81.3%) , and most of their participation t
of the respondents attended iL I 6 a uPolgnesiin/hula showso(61.8%). A t h i historicali si t e d
military siteso(38.2%) and fother historic siteso(28.8%).

Transportation: Nine out of ten U.S. East visitors used some mode of transportation (95.0%)
statewide. The majority of the respondents frented carso (75.3%), while some used fairport
shuttleso(26.3%), ftour buses/tour vanso(20.6%), and ftaxis/limousines0(20.1%).

Japan

In similar fashion to previous years, much of the activities that Japanese visitors participated in
wasconcentrated on OO6ahu.

Sightseeing: Nearly nine out of ten (86.1%) Japanese respondents in 2017 participated in
sightseeing activities.

1 Statewide over 40 percent of Japanese respondents went on fself-guided tourso(43.2%).
f Four out of ten respondent s Iméslvanddurs/touvlbusesotoi si t e d
go sightseeing.

Recreation: The majority of Japanese respondents in 2017 participated in recreation (88.5%).
fBeach/sunbathingd (68.3%) was the most popular, followed by fwimming in the
ocean/snorkelingd(35.1%).

Entertainment and dining: Most Japanese visitors participated in these activities statewide
(92.6%).

1 Close to half of the respondents dine d i n ficaf ®s/ cof f &ndFashfoad® e s 0 (
establishments (46.4%),o0r went on flunch/ sunset/ dAthimefr / even
the respondents indulged in ffine diningd (36.2%) and to a lesser extent ate at ffamily
restaurantso 6(3%). A fairly low percentage of respondents fprepared their own mealso
(16.7%).

4
[

Shopping: Nearly all Japanese respondents in 2017 went shopping (96.6%) statewide.

1 fDepartment storesd (82.2%) were the most popular shopping locations, followed by
fsupermarketso (57.7%), iconveni ence s tity Fee Stords®d(43.6%)%hotel
stores0(39.2%),idi scount out | ‘@asignerbduBgdesd3&hb%). and

1 Fewer Japanese respondents shopped in Aocal shop/artisanso (15.3%) compared to visitors
from other markets.

Historical and cultural activities: Close to 40 percent of Japanese respondents in 2017
engaged in these activities, led by fhistorical military siteso (11.3%), fother historical siteso
(10.6%),and Ifdau and /hBladhoweoéld.5%.n

Transportation: Japanese visitors in 2017 continued to be the heaviest users of ftrolleyso on

06 a B19%) compared to other visitor groups. Usage of frental carso(23.4%) continued to be
lower than other visitor markets statewide.
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Canada
Canadian visitors continued to be heavy participants in most activities during theirtimeinHa wa i 6 i

Sightseeing: Canadian visitors in 2017 actively participated in sightseeing activities (97.9%)
statewide. Participation rates were similarly high acrossalli s and | oc at8i0%)Kena Kauaodi
(97.4%), Hilo (96.7%), Maui (96.7%), and O 6 a P410%).

1 Statewide, the majority did fself-guided sightseeingo (87.5%), while some fvisited local
communitieso(40.0%).

1 A third of Canadian respondents went on fboat/submarine/whale watching tourso (29.6%)
which were especially popularon Ka u a 6 i ( 3 Maui§3%3%).a n d

Recreation: Most Canadian respondents in 2017 participated in recreation statewide (98.7%).
fBeach/sunbathingd (87.5%), fwimming in the ocean/snorkelingd (74.3%), and
A Rrming/jogging/walkingd (4 Ower8 @y popular activities, especially on Maui.

Entertainment and dining: Nearly all Canadian respondents in 2017 participated in these
activities (99.0%).

1 The majority of the respondents dined in ffamily restaurantso(71.9%) statewide. fiCafé/coffee
houseso(54.8%) and ffast foodorestaurants (44.1%) were also popular dining options.

1 A higher percentage of Canadian visitors indulged in ffine diningd while on Ka u a 6.2%) ( 6
compared to the other island locations.

i Statewide, more Canada respondents fprepared their own mealso (69.3%) than other visitor
groups.

Shopping: Most Canadian respondents in 2017 went shopping (97.8%) statewide.

1 A higher percentage of Canadians shopped at fsupermarketso(66%) and ff ar mer 6 sO mar k et
(42.4%) compared to other visitor groups.

T Whi |l e o nthe@djaity of Canadian visitors shoppedinisuper mar ketso (63.7
shops/ art i sfdepatmehtstéresd(86)2%), and ftonvenience storeso(47.8%).

1 WhileonMauia nd K,ahe majority of Canadian visitors shopped in flocal shops/artisanso
(Kauabdi 7 4 . 4 %) andMBupermarkefs®(Mali: 65.8%, Kauao: 63. 3%

Historical and cultural activities: Three out of four Canadian visitors participated in culture
activities (74.7%) statewide. Visits to il 6 amd Polynesian/hula showso (50.2%) a n chistdric
military sites0(35.7%)| ar gely t ook place on O6ahu.

Transportation: Most Canadian visitors statewide used some mode of transportation (97.8%).
More respondents utilized frental carsowhile on Maui (86.0%) and 858%)acdnipardd to
other island destinations.

Europe

Sightseeing: Most European respondents participated in sightseeing activities (98.0%).
Participation rates were very high on all i sland | oc at%)oHilcs(98.3%)aMaaio i (98.
(97.1%), Kona (96.7%), and O 6 a h 419%). 9
1 The majority of the respondents went on fself-guided sightseeing tourso across all island
destinations.
1 Some respondents went on fboat/submarine/whale watching tourso (32.1%), ifivisited | o
communitieso (26.7%), and took .Aprivate | imousir
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Recreation: A high percentage of European respondents (97.5%) participated in recreation,
particularly fbeach/sunbathingo (88.5%) and fswimming/snorkelingd (72.0%). Visiting state
fparks/botanical gardenso (43.3%), frunning/jogging/walkingo (29.4%), and
fbackpacking/hiking/camping0(26.3%) were also popular with these visitors.

Entertainment and dining: Nearly all European respondents in 2017 participated in these
activities (98.5%). Statewide, these respondents liked to eat in ffamily restaurantso (55.5%),
fcafés/coffee houseso(54.1%), ffast food placeso(46.6%), and ffine diningorestaurants (44.6%),
while 42.9 percent fprepared their own meals.0

Shopping: Most Europeans went shopping (96.7%) statewide. Two thirds of the respondents

shopped in fsupermarketso (64.1%), fdepartment storeso (63.5%), and flocal shops/artisanso

(62.8%). Other popular venues included ftonvenience storeso (33.4%), if ar mer 6 s0O mar k et
(29.9%),fihot el staeEdsdi 620ubt/ q245%)et st oreso

Historical and cultural activities: Eight out of ten European visitors participated in these
activities statewide (77.3%). Half of the respondents went to fhistoric military siteso(43.2%). Some
visited fother historical sitesd6(34.1%) and attended il 6 and Polynesian/hula shows0(36.2%).

Transportation: Most European visitors used some mode of transportation (98.0%) statewide.
Two-thirds of the respondents frented carso(66.5%), while some used fairport shuttleso(31.7%),
ftaxis/limousinesd(31.6%), fpublic busesd(19.8%) and ftour buses/tour vanso(18.2%).

Oceania

Except for sightseeing, many of the activities that respondents from Oceania participated in were
concentrated on O6ahu.

Sightseeing: Participation rates in sightseeing activities by Oceania respondents were high
acrossalli sl and | oc a t6i0%)nHila (95K%)uKarai(93.2%9, Maui (92.5%)and O6 a h u
(90.5%). About half of the respondents went on fself-guided tourso (46.8%) statewide. A higher
percentage of Oceania respondents went on flimos/van tours/tour buseso (35.9%) compared to
other visitor groups.

Recreation: Whi | e o nthe@ndjarity wf, the respondents went to the fbeach/sunbathingd
(77.0%) and fswimming in the ocean/snorkelingd(56.4%). fRunning/jogging/fitness walko(27.1%)
were also popular activities withthe s e r espondents during their visit

Entertainment and dining: Nearly all Oceania respondents in 2017 participated in these
activities wh i | e 0 197.994). & lreumajority of the respondents o n O 6danddun ffamily
restaurantso (73.6%) and ftafés/coffee houseso (56.4%) while some indulged in ffine diningo
(37.1%). Statewide a quarter of the respondents fprepared their own mealso(23.5%).

Shopping: Statewide, most Oceania visitors participated in shopping (98.0%). While on O 6 a,h u

eight out of ten respondents shopped in fsupermarketso(83.1%) . Ot her popul ar venu
included idepart ment storeso (62. Ocdgl shopdicstisengd (4NBoEt so (5
fconvenience storeso(42.4%),a n d i dl00e$0€34.4%).

(

Historical and cultural activities: Three quarters of the Oceania respondents participated in
culture activities statewide (74.0%) . Whi | e owenhalOdd thésal respondents attended
fil T 6au andhuldsHowsa (848kbpa Bame respondents visited fhistoric military siteso
(30.9%) and fother historical sitesd(19.9%).
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Transportation: Whi | e on Odéahu, t he maentsrused firpastfshuttlesde ani a 1
(61.7%). Some respondents used ftaxis/limousineso (42.9%), ftour buses/vanso (34.2%), fpublic
busest(28.3%), and frentals cars0(25.1%).

China

Most of the activities that Chinese respondents participated in took place on O 6 a h u .

Sightseeing: Participation in sightseeing activities by Chinese respondents was high across all

isl and | ocat B50l%)s Hilo (@405860) Kiona((93.6%), Maui (92.7%) and K a u a 6.9%).( 9
Statewide, the majority went on fself-guided sight-seeing tourso(63.5%). Some respondents took
fboat tours/submarines/whale watching tourso (30.4%), fprivate limousines/van tourso (22.0%),
fimovies/television location tourso(21.3%), and fvisited communitieso(20.7%).

Recreation: A high percentage of Chinese respondents participated in recreation (92.5%) while
o n O o6fBdaah/sunbathingd (78.3%) was the most popular activity, followed by visiting fstate
parks/botanical gardenso(44.6%) and fswimming in the ocean/snorkelingo(26.3%).

Entertainment and dining: Nine out of ten Chinese respondents participated in entertainment

and dining activities. Whi | e o n er Olald hoti ,the cespondents went on
flunch/sunset/dinner/evening cruiseso (53.6%). Half of the respondents vi si t i ng Oo6ahu (!
and Maui (48.9%)i ndul ged i n WIHhiléin Hile, fodriout of tery ad respondents (43.9%)

dined in ftafés/coffee housesa

Shopping: Nearly all Chinese respondents went shopping (97.2%) statewide. While on O 6 a,h u

the majority shoppedini s uper mar k et s @utyffrée8stores¥h(61.3&)) while a third of

the respondents shopped inidepar t ment st o rfmsveniencel2ore8O¥3pH.7%).a n d
Seven out of ten respondent s s hndlgna dand mwdth dfthe on Mau
shopping took place infi s u p e r m ddeparnterst stqgresg and ftonvenience stores.o

Historical and cultural activities: A high percentage of Chinese respondents participated in

these activities (83.9%) whi |l e on Ob6ahuat teemd etdh el | hajaar iatnyd Pol
s h o w6818%)( Some respondents visited i mus eums/ ar (198 |, | d@rhiiesg®r i ¢ mi
S i t (&5s7%), and fother historical sites0(18.5%).

Transportation: Whi |l e on Odéahu 97.5 percent of Chinese r
transportation. A third of the respondents used frental carso (38.0%), ftour buses/tour vanso

(34.0%) or fairport shuttlesd  ( %)Iwhilé 22.0 percent took ftaxis/limousinesdand 18.9 percent

used fpublic buses.o

Korea

Many of the activities in which Korean respondentspar t i ci pated were concentr e

Sightseeing: There was heavy participation in sightseeing activities across all island locations:
Kau a 8.38%), 0% a P0.6%), Maui (97.6%) Hilo (96.9%), and Kona (95.2%). Statewide, the
majority of Korean respondents went on fself-guided sightseeing toursd (72.7%). Some
respondents took private flimousines/van tourso (20.3%), fvisited communitieso (14.4%), took
fboat tours/submarines/whale watching tours6(13.4%), and went on fimovies/television location
tours0(13.0%).
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Recreation: Most Korean respondents participated in recreatonwhi | e on O dheu ( 94 . (
majority went to the fbeach/sunbathingd(70.7%) and fswimming in the ocean/snorkeling6(62.3%).

Entertainment and dining: Nearly all Korean respondents participated in entertainment and

dining activities while on Ob6ahfupr(&@pFarmed .t aier dar
(54.2%). Close to half of the respondents dined in fcafés/coffee housesd  ( %)3 tfabily
restaurantso(48.3%), indulged in ffine diningo(47.6%), and went on flunch/sunset/dinner/evening
cruiseso(45.6%). While on Maui, four out of ten Korean respondents enjoyed ffine dining (41.9%)

while a third of the respondents ate in ffamily restaurantso (36.0%), experienced fAet hnji
(36.4%),orwentt o a Al i ve muog3n.td).st age shows

Shopping: Nearly all Korean respondents went shopping (98.1%) while on O éahu and the
majority shopped in fsupermarketsd (79.0%) and fAswap me efCoaveniefcéd &areado) .
(50.6%), Adepar t me n%),anduly-free storgsaf4®.7%) were also popular shopping
venues.

Historical and cultural activities: Over half of the Korean respondents in 2017 engaged in

historical and cultural act i vi ti es whi %)e Two out dD tem tresponderis’ visited

fhistorical military siteso (23.0%), fother historical sitesd (24.1%), or attended Al T
Polynesian/hula shows6(18.2%).

Transportation:Whi | e on O6ahu, over hal f foehtaltars®54R%)r ean r e

Some respondents used ftour buses/tour vanso (33.5%), firolleyso (31.6%), ftaxis/limousineso
(21.8%), and fairport shuttleso(18.9%).
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TRIP PLANNING

Information on how visitors plan their trips and when they make reservations can greatly enhance
preparation of effective marketing and promotion plans. Respondents from Japan, China, and
Korea in 2017 had a relatively short booking window where much of the decisions to take a
vacation and the process of booking their trip to H a w aotcdaried within three months before their
arrivals. Visitors from U.S. West, U.S. East, Canada, Europe, and Oceania planned much further
in advance.

Figure 18. Trip Decision Making - U.S. West
(Percent of Visitors for Each Response, 2017)

TIME BEFORE DEPARTURE
More 10 to less
than 1 12 7t09 410 6 1t03 than 1 During
year months | months | months | months | month the trip

Decide to take vacation/pleasure trip 5.1% 20.1% 12.1% 30.8% 26.9% 4.9% N/A
Decide to visit H al 5.2% 18.6% 12.0% 30.5% 28.0% 5.7% N/A
Decide on which islands to visit 3.8% 16.5% 12.7% 32.3% 29.3% 5.5% 12.9%
Set date for the trip 2.4% 12.9% 12.2% 32.2% 34.0% 6.2% 14.7%
Choosing a place to stay 2.2% 11.3% 11.6% 31.5% 36.3% 7.1% 14.8%
Make airline reservations 0.2% 4.7% 9.6% 33.1% 45.3% 7.1% 14.8%
Purchase airline tickets 0.2% 4.2% 9.5% 33.3% 45.7% 7.1% 14.4%
Make accommodation reservations 1.9% 10.1% 11.0% 30.5% 39.0% 7.5% 14.1%
Make rental car reservations 0.3% 3.0% 6.6% 22.7% 56.9% 10.5% 18.5%
Purchase tour or attraction packages 0.3% 1.3% 2.6% 13.3% 63.5% 19.0% 57.4%

The majority (62.6%) of U.S. West respondents in 2017 made the decision to take a vacation
within six months before their trip; and for those choosing H a w aas & Jacation destination, 64.2
percent made their decision within six months before their trip. Actual reservations and ticket
purchases took place closer to the date of travel: Over half (52.7%) of the respondents purchased
tickets, 46.5 percent made accommodation reservations, and 67.4 percent made rental car
reservations within three months of their trip to the islands. Over 60 percent purchased tour or
attraction packages between one to three months out, whereas 19.0 percent waited until less than
one month before arrival. Additionally, 57.4 percent purchased packaged tours while traveling.

Figure 19. Trip Decision Making - U.S. East
(Percent of Visitors for Each Response, 2017)

TIME BEFORE DEPARTURE
More 10 to less
than 1 12 7t09 4106 1t03 than 1 During
year months | months | months | months | month the trip

Decide to take vacation/pleasure trip 6.1% 22.3% 13.3% 30.7% 23.5% 4.3% N/A
Decide to visit Ha 7.1% 20.0% 13.2% 30.0% 25.3% 4.4% N/A
Decide on which islands to visit 4.1% 18.2% 13.0% 30.5% 29.2% 5.1% 14.1%
Set date for the trip 2.9% 14.7% 13.2% 31.0% 33.1% 5.1% 14.4%
Choosing a place to stay 2.6% 11.9% 12.1% 29.8% 36.6% 6.9% 13.5%
Make airline reservations 0.3% 6.5% 10.8% 32.3% 43.6% 6.5% 14.3%
Purchase airline tickets 0.2% 6.2% 10.7% 32.0% 43.9% 6.9% 14.1%
Make accommodation reservations 1.5% 10.3% 13.0% 29.2% 38.7% 7.3% 13.6%
Make rental car reservations 0.3% 3.5% 7.1% 22.5% 54.0% 12.6% 19.4%
Purchase tour or attraction packages 0.1% 1.6% 4.6% 17.3% 61.4% 15.0% 60.1%

Close to 60 percent of U.S. East respondents decided on a vacation (58.3%), decided to visit
Ha wa i9d%), ahdbdecided which islands to visit (64.7%) within six months before arrival. Half
of the respondents purchased their airline tickets (50.9%) and made their lodging reservations
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(46.0%) within three months before their trip. The majority waited three months or less to make
car reservations (66.7%) and purchase tour packages (76.4%). Six out of ten U.S. East
respondents purchased packaged tours (60.1%) while their trip was in progress.

Figure 20. Trip Decision Making - Japan
(Percent of Visitors for Each Response, 2017)

TIME BEFORE DEPARTURE
More 10 to less
than 1 12 7109 4106 1to3 than 1 During
year months | months | months | months | month the trip

Decide to take vacation/pleasure trip 1.0% 11.6% 6.2% 30.6% 44.3% 6.3% N/A
Decide to visit H 1.6% 12.7% 6.3% 32.8% 41.4% 5.1% N/A
Decide on which islands to visit 1.4% 11.3% 7.0% 31.0% 44.0% 5.4% 24.8%
Set date for the trip 0.6% 9.7% 7.7% 30.9% 45.3% 5.8% 49.8%
Choosing a place to stay 0.3% 7.0% 7.5% 30.2% 48.3% 6.6% 18.1%
Make airline reservations 0.7% 8.9% 6.5% 28.6% 49.2% 6.1% 17.8%
Purchase airline tickets 0.2% 5.9% 7.7% 28.4% 50.5% 7.4% 14.3%
Make accommodation reservations 0.4% 9.7% 7.7% 29.0% 46.4% 6.8% 14.1%
Make rental car reservations 0.5% 2.7% 1.8% 13.4% 58.8% 22.9% 7.7%
Purchase tour or attraction packages 0.0% 0.8% 1.2% 12.6% 62.8% 22.6% 26.3%

Japanese visitors in 2017 continued to have a relatively short planning and booking window as
comparedtoHa wa@iséiot her maj o rThreemontts er lessdafdkedheisarrival, 50.6
percent of the respondents decided to take a vacation, 46.6 percent decided to visit H a w g and
49.4 percent decided on the islands they wanted to visit. Within three months of their trip, over
half of the respondents purchased airline tickets (57.9%) and made accommodation reservations
(53.2%). Also, within three months before arriving in H a w a the& majority of the respondents
purchased tour and attraction packages (85.5%) and made rental car reservations (81.6%). Over
a quarter of the respondents (26.3%) also purchased tour packages during rather than in advance
of their trip.

Figure 21. Trip Decision Making - Canada
(Percent of Visitors for Each Response, 2017)

TIME BEFORE DEPARTURE
More 10 to less
than 1 12 7t09 410 6 1t03 than 1 During
year months | months | months | months | month the trip

Decide to take vacation/pleasure trip 3.9% 20.9% 10.9% 28.3% 30.4% 5.5% N/A
DecidetovistHawai 6 4.3% 19.3% 11.6% 26.7% 32.1% 6.0% N/A
Decide on which islands to visit 3.0% 15.8% 12.0% 28.4% 34.8% 6.0% 14.0%
Set date for the trip 2.1% 14.4% 11.6% 29.6% 35.9% 6.3% 14.2%
Choosing a place to stay 2.0% 11.8% 9.9% 27.2% 41.2% 7.8% 14.4%
Make airline reservations 0.2% 6.1% 10.4% 30.2% 45.2% 7.8% 14.5%
Purchase airline tickets 0.2% 5.6% 9.9% 30.5% 45.8% 8.0% 13.8%
Make accommodation reservations 1.8% 11.0% 10.0% 27.1% 42.0% 8.1% 14.5%
Make rental car reservations 0.2% 3.8% 6.5% 22.8% 55.4% 11.3% 21.5%
Purchase tour or attraction packages 0.1% 0.9% 2.7% 12.5% 65.3% 18.5% 59.7%

Over 60 percent of Canadian respondents in 2017 decided on a vacation (64.3%), decided to visit
Ha w a(64@%), and decided on which islands to visit (69.2%) within six months prior to arrival.
Half of the respondents purchased airline tickets (53.8%) and reserved accommodations (50.2%)
within three months before their trip. The majority made car reservations (66.7%) and purchased
tour packages (83.8%) within three months of their arrival. Over half of the respondents purchased
tour packages (59.7%) while their trip was in progress.
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Figure 22. Trip Decision Making - Europe
(Percent of Visitors for Each Response, 2017)

TIME BEFORE DEPARTURE
More 10 to less
than 1 12 7109 4106 1to3 than 1 During
year months | months | months | months | month the trip

Decide to take vacation/pleasure trip 7.2% 25.1% 14.4% 30.8% 18.7% 3.7% N/A
Decide to visit Ha 7.4% 22.2% 15.1% 30.5% 20.7% 4.1% N/A
Decide on which islands to visit 4.0% 18.5% 15.7% 30.8% 26.6% 4.4% 17.0%
Set date for the trip 4.0% 17.9% 16.0% 32.5% 25.4% 4.3% 12.4%
Choosing a place to stay 2.5% 13.0% 14.0% 30.2% 33.9% 6.4% 15.7%
Make airline reservations 0.8% 12.1% 16.1% 33.4% 31.8% 5.8% 12.1%
Purchase airline tickets 0.6% 11.9% 15.2% 32.8% 33.4% 6.0% 11.6%
Make accommodation reservations 1.2% 11.3% 14.3% 29.5% 36.9% 6.8% 12.8%
Make rental car reservations 0.4% 5.2% 7.5% 23.8% 52.9% 10.2% 21.2%
Purchase tour or attraction packages 0.7% 5.3% 4.7% 19.4% 57.3% 12.6% 59.5%

Over half of European respondents decided to take a vacation (53.2%) and picked H a w aab thd
destination (55.3%) within six months of their arrival date. The majority of the respondents made
their airline reservations (71.0%), purchased airlines tickets (72.3%), and made their lodging
reservations (73.2%) within six months prior to arriving. Over 60 percent made car reservations
(63.1%) and purchased tour packages (69.8%) within three months before arriving to Hawaii. Six
out of ten respondents purchased tour and attraction packages during their trip (59.5%).

Figure 23. Trip Decision Making - Oceania
(Percent of Visitors for Each Response, 2017)

TIME BEFORE DEPARTURE
More 10 to less
than 1 12 7t09 410 6 1t03 than 1 During
year months | months | months | months | month the trip

Decide to take vacation/pleasure trip 8.0% 25.7% 17.2% 32.1% 15.5% 1.5% N/A
Decide to visit Ha 5.9% 23.4% 17.9% 33.8% 17.5% 1.5% N/A
Decide on which islands to visit 3.3% 21.1% 18.4% 35.8% 19.4% 1.9% 13.8%
Set date for the trip 3.5% 20.8% 18.6% 35.9% 18.7% 2.5% 13.7%
Choosing a place to stay 1.4% 11.9% 16.6% 37.6% 29.0% 3.6% 15.4%
Make airline reservations 1.0% 14.3% 19.0% 39.1% 24.2% 2.5% 13.0%
Purchase airline tickets 0.7% 13.9% 18.4% 38.9% 25.3% 2.8% 12.8%
Make accommodation reservations 1.0% 10.3% 15.3% 37.5% 32.7% 3.1% 14.3%
Make rental car reservations 0.3% 4.0% 9.0% 25.3% 50.5% 11.0% 20.1%
Purchase tour or attraction packages 0.7% 5.5% 9.5% 25.2% 48.2% 10.9% 61.9%

Nearly half of Oceania respondents decided to take a vacation (49.1%) and decided to visit
Ha w a(52@%) within six months before arrival. Close to 40 percent respondents made airlines
reservations (39.1%), purchased tickets (38.9), and made accommodation reservations (37.5%)
between four to six months before their trip. The majority reserved rental cars (61.4%) and
purchased tour/attraction packages (59.1%) within three months of arrival;, and many also
purchased tour and attraction packages (61.9%) during their trip.
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Figure 24. Trip Decision Making - China
(Percent of Visitors for Each Response, 2017)

TIME BEFORE DEPARTURE
More 10 to less
than 1 12 7109 4106 1to3 than 1 During
year months | months | months | months | month the trip

Decide to take vacation/pleasure trip 0.4% 3.3% 1.1% 25.7% 56.3% 13.2% N/A
Decide to visit Ha 0.6% 4.7% 2.6% 22.3% 58.5% 11.3% N/A
Decide on which islands to visit 0.0% 0.5% 2.3% 20.5% 61.3% 15.5% 39.7%
Set date for the trip 0.0% 3.2% 1.9% 17.4% 64.9% 12.6% 36.4%
Choosing a place to stay 0.0% 1.1% 2.1% 13.2% 66.9% 16.7% 17.1%
Make airline reservations 0.0% 0.4% 1.3% 14.7% 70.0% 13.6% 19.9%
Purchase airline tickets 0.0% 0.5% 1.1% 15.1% 67.1% 16.3% 15.6%
Make accommodation reservations 0.0% 0.6% 1.5% 12.8% 67.7% 17.5% 15.6%
Make rental car reservations 0.0% 0.0% 1.5% 7.9% 63.1% 27.4% 12.3%
Purchase tour or attraction packages 0.0% 0.9% 0.0% 5.6% 67.6% 25.9% 21.2%

The majority of Chinese respondents in 2017 made their travel decisions in a relatively short time
frame prior to travel. Within three months before arrival, close to 70 percent of the respondents
decided to visit H a w a(69®&%o), decided on the islands they wanted to visit (76.7%), and set their
travel dates (77.5%). The vast majority also made airline reservations, purchased airline tickets,
made accommodation reservations, made rental car reservations, and purchased tour and
attraction packages between one to three months before their trip.

Figure 25. Trip Decision Making - Korea
(Percent of Visitors for Each Response, 2017)

TIME BEFORE DEPARTURE
More 10 to less
than 1 12 7109 4106 1to3 than 1 During
year months | months | months | months | month the trip

Decide to take vacation/pleasure trip 0.3% 7.0% 5.5% 27.1% 45.7% 14.4% N/A
Decide to visit Ha 0.3% 7.0% 7.5% 25.5% 45.1% 14.7% N/A
Decide on which islands to visit 0.2% 6.0% 8.2% 25.3% 45.0% 15.2% N/A
Set date for the trip 0.2% 5.2% 7.2% 25.8% 45.5% 16.2% N/A
Choosing a place to stay 0.4% 2.1% 6.9% 19.7% 52.9% 18.0% 26.5%
Make airline reservations 0.0% 4.7% 6.4% 25.2% 47.5% 16.2% 28.2%
Purchase airline tickets 0.0% 5.1% 6.9% 24.6% 45.7% 17.8% 24.9%
Make accommodation reservations 0.0% 1.5% 6.4% 22.0% 52.1% 18.0% 24.4%
Make rental car reservations 0.0% 0.9% 3.2% 13.4% 54.0% 28.6% 24.7%
Purchase tour or attraction packages 0.0% 0.7% 3.3% 12.2% 55.0% 28.8% 40.8%

Almost half of Korean respondents in 2017 decided to visit H a w a(#54.%6), decided on which
islands they wanted to visit (45.0%), and set a travel date (45.5%) within one to three months
before their arrival. During this period, half of the respondents also made accommodation
reservations, made rental car reservations, and purchased tour and attraction packages. Four out
of ten respondents purchased tour and attraction packages during their trip (40.8%).
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Sources of Information Used to Plan Trip

Visitors used a variety of resources to plan their trips to H a w a Figlire 25 shows the sources of
information utilized by 2017 visitors from each market.

Figure 26. Resources Used in Planning their Trip to Ha w aii 2017
(Percentage of Respondents Who used these Information)

VISITOR MARKETS
US West | US East Japan Canada Europe QOceania China Korea
Travel agents/ Before 20.7% 27.6% 59.5% 21.4% 40.3% 58.6% 44.0% 50.1%
companies During 8.0% 11.1% 15.8% 10.1% 14.2% 12.0% 17.3% 14.2%
specializing in After 1.4% 1.5% 3.6% 1.5% 2.5% 2.3% 9.4% 4.2%
packaged tours Did Not Use 73.5% 66.0% 37.3% 70.9% 51.1% 36.4% 49.1% 42.7%
Online social Before 25.4% 29.9% 29.5% 35.3% 41.2% 31.6% 30.6% 60.5%
networking site During 16.8% 19.4% 17.7% 21.7% 26.7% 18.5% 12.0% 34.9%
After 4.5% 5.4% 4.1% 5.6% 6.5% 5.1% 6.6% 8.5%
Did Not Use 68.0% 64.0% 64.4% 58.6% 51.4% 60.8% 63.6% 27.4%
Recommendations Before 47.8% 51.4% 34.5% 50.5% 46.7% 50.7% 31.3% 46.4%
from friends or During 25.3% 26.5% 10.7% 20.8% 18.0% 13.5% 7.4% 10.2%
relatives After 4.9% 4.7% 2.4% 4.0% 3.8% 2.4% 3.6% 3.4%
Did Not Use 45.5% 42.1% 61.0% 43.7% 47.2% 45.0% 64.5% 48.0%
Information at hotels/ Before 16.9% 18.9% 14.5% 15.8% 17.0% 13.1% 13.7% 36.5%
resorts (front desk/ During 31.6% 38.1% 19.9% 32.4% 38.1% 45.9% 13.2% 15.0%
concierge/ tour desk) After 1.5% 1.3% 1.2% 1.3% 1.2% 1.5% 2.2% 1.5%
Did Not Use 56.8% 50.4% 68.9% 56.2% 48.8% 43.4% 73.1% 51.7%
Smartphone or tablet Before 34.5% 34.5% 29.9% 34.0% 35.5% 29.2% 24.6% 40.1%
applications relevant During 35.4% 36.9% 19.4% 35.2% 38.6% 30.8% 15.8% 22.2%
to your trip After 5.3% 5.7% 3.5% 5.0% 4.8% 2.9% 5.4% 3.5%
Did Not Use 51.9% 51.8% 63.1% 52.2% 46.8% 56.3% 68.3% 48.8%
Information from Before 36.1% 34.4% 21.0% 35.0% 34.7% 31.8% 15.2% 37.4%
airline/commercial During 9.5% 11.4% 6.4% 10.3% 13.4% 9.2% 5.1% 5.6%
carriers After 1.7% 1.9% 1.6% 1.6% 1.5% 0.6% 1.9% 1.5%
Did Not Use 60.0% 61.8% 75.0% 61.3% 58.9% 63.6% 80.6% 58.6%
Personal experience Before 58.6% 47.9% 37.3% 53.5% 32.6% 41.2% 24.9% 29.1%
During 42.9% 36.3% 15.2% 38.7% 28.7% 27.3% 11.7% 14.0%
After 15.8% 13.1% 4.4% 13.7% 9.4% 8.4% 10.6% 6.3%
Did Not Use 31.2% 43.1% 58.4% 36.7% 53.6% 47.7% 65.7% 58.6%
Online travel booking Before 30.6% 32.0% 29.6% 39.9% 35.9% 37.8% 28.0% 36.4%
site/online travel agent  During 4.7% 7.3% 5.6% 8.5% 10.4% 6.2% 11.9% 8.3%
After 1.1% 1.5% 2.2% 1.5% 1.6% 1.0% 4.9% 1.2%
Did Not Use 67.8% 66.2% 68.1% 57.8% 60.1% 60.1% 66.3% 59.4%
Online webpage or Before 30.3% 35.0% 36.8% 41.5% 41.4% 33.5% 21.5% 47.6%
blog covering Hawaid During 15.6% 20.2% 17.7% 24.3% 24.1% 15.9% 11.2% 26.6%
After 2.5% 3.3% 5.3% 4.3% 4.2% 2.2% 5.1% 4.7%
Did Not Use 64.7% 59.8% 57.9% 53.0% 51.2% 61.8% 72.0% 43.2%
Hawaid 6 s vi si Before 18.2% 24.1% 14.9% 26.1% 26.0% 19.5% 12.8% 18.3%
bureaus website During 7.9% 10.0% 3.3% 13.0% 14.9% 10.0% 5.7% 4.8%
(GoHawaii.com) After 1.9% 2.3% 2.6% 2.3% 2.3% 2.2% 3.4% 2.2%
Did Not Use 76.9% 70.9% 82.3% 68.1% 66.5% 73.5% 81.2% 75.7%
Magazines Before 8.7% 11.3% 33.9% 10.9% 12.9% 12.0% 8.9% 13.8%
During 11.8% 11.2% 16.8% 16.2% 15.4% 10.5% 7.3% 6.4%
After 1.9% 1.7% 3.3% 1.9% 2.5% 1.7% 2.6% 2.2%
Did Not Use 81.7% 80.4% 60.1% 76.7% 75.0% 79.7% 83.0% 78.7%
Guide Books Before 21.2% 25.8% 46.5% 27.9% 40.3% 16.0% 13.4% 27.6%
During 23.7% 24.9% 29.3% 31.5% 34.4% 17.2% 10.2% 17.2%
After 2.8% 2.8% 4.3% 3.2% 3.9% 1.2% 3.5% 2.1%
Did Not Use 67.1% 62.5% 45.9% 57.1% 48.8% 72.4% 76.4% 61.2%
Television shopping Before 3.5% 4.7% 15.8% 3.3% 4.4% 3.5% 5.9% 14.4%
channel/television During 5.0% 4.7% 3.6% 5.4% 4.5% 5.3% 3.3% 2.3%
program After 1.2% 1.3% 3.1% 1.0% 1.6% 1.0% 1.7% 2.0%
Did Not Use 91.6% 90.7% 81.0% 91.0% 90.5% 91.1% 89.8% 82.1%
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U.S. West

U.S. West respondents in 2017 relied most heavily on personal experience (58.6%) and

recommendations from friends and relatives (47.8%) when planning their tript o Ha A #hirdo6 i

of the respondents used Information from airlines (36.1%), smartphone/tablet apps (34.5%),
online travel booking sites (30.6%), and webpages/blogs covering H a w a(B0&%). Only 20.7
percent used travel agents, the lowest percentage in this category among visitor groups.

While their trip was in progress, U.S. West visitors relied on their personal experience (42.9%),
smartphone/tablet apps (35.4%), information from hotels and resorts (31.6%), recommendations
from friends and relatives (25.3%), and guide books (23.7%).

U.S. East

In planning their trip to the islands, U.S. East respondents relied heavily on recommendations
from friends and relatives (51.4%) and their personal experience (47.9%). Webpages/blogs
covering H a w B(35®%), smartphone/tablet apps (34.5%), information from airlines (34.4%), and
online travel booking sites (32.0%) were also popular resources.

During their trip, U.S. East visitors relied on information from hotels and resorts (38.1%),
smartphone/tablet apps (36.9%), their personal experience (36.3%), recommendations from
friends and relatives (26.5%), and guide books (24.9%).

Japan

While planning their trip to H a w a Jajganese respondents relied more on travel agents (59.5%)
compared to other visitor groups. Japanese respondents also used guide books (46.5%), their
personal experience (37.3%), webpages/blogs covering H a w a(36@%), recommendations from
friends/relatives (34.5%), and magazines (33.9%).

During the trip, Japanese respondents used guide books (29.3%), information from hotels and

resorts (19.9%), smartphone/tablet apps (19.4%), we bpages/ bl ogs coveri

online social networking sites (17.7%), and magazines (16.8%) to access information about
Hawai 0i

Canada

Canadian respondents in 2017 relied most heavily on personal experience (53.5%) and
recommendations from friends and relatives (50.5%) when planning their trip. In addition, many
Canadians used webpages/blogs covering H a w a(41&%), online travel booking sites (39.9%),
online social networking sites (35.3%), information from airlines (35.0%), and smartphone/tablet
apps (34.0%).

While their trip was in progress, a sizeable portion of Canadian visitors used personal experience
(38.7%), smartphone/tablet apps (35.2%), information from hotels and resorts (32.4%), and guide
books (31.5%) as resources.

Europe

Recommendations from friends and relatives (46.7%), webpages/blogs covering H a w a(414%),
online social networking sites (41.2%), travel agents (40.3%), and guide books (40.3%) were the
most frequently used sources for trip planning among European respondents in 2017.

Many European visitors used smartphone/tablet apps (38.6%), information from hotels and
resorts (38.1%), and guide books (34.4%) as resources during their trip.
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Oceania

Six out of ten respondents from Oceania used travel agents (58.6%) in trip planning.
Recommendations from family and friends (50.7%), personal experience (41.2%), online travel
booking sites (37.8%), webpages/blogs covering Ha w a (833)5P6), information from airlines
(31.8%), and online social networking sites (31.6%) were also important planning tools for these
visitors.

During their trip, many Oceania respondents used information from hotels or resorts (45.9%) and
smartphone/tablet apps (30.8%).

China

Chinese respondents in 2017 relied heavily on travel agents (44.0%) to plan their tripstoHa wa i 6 i
Other resources used in trip planning were recommendations from family and friends (31.3%),
social networking sites (30.6%), and online travel booking sites (28.0%).

During their trip, some respondents relied on travel agents (17.3%) and used smartphone/tablet
apps (15.8%).

Korea

Six out of ten Korean respondents in 2017 used online social networking sites (60.5%) in their trip
planning. Travel agents (50.1%), online webpages/blogs about Ha wa i(4vi6%),
recommendations from friends/relatives (46.4%), and smartphone/tablet apps (40.1%) were other
popular resources.

While their trip was in progress, Korean respondents used online social networking sites (34.9%),
online webpages/blogs about H a w a(26%%). and smartphone/tablet apps (22.2%).
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Ways Visitors Used Sources of Information

The 2017 VSAT survey inquired about how five important sources of information (mobile apps,
social media, travel agents, friends/relatives, and hotel staff) were used by visitors for their trip to
Ha w a($eé Figure 26).

Figure 27. How Sources of Information Were Used by Visitor Market
(Percentage of visitors by MMA, 2017)

Major Market Areas
u.s. u.s.
West East Japan Canada Europe | Oceania China Korea
Deciding on your vacation destination
Mobile apps 37.1% 35.9% 34.8% 39.2% 37.7% 37.2% 55.6% 31.2%
Social media 36.6% 39.4% 54.0% 42.5% 42.1% 39.5% 57.6% 45.6%
Travel agent 47.4% 53.1% 69.3% 45.3% 65.8% 65.1% 76.8% 55.1%
Hotel staff 15.6% 14.2% 32.0% 11.2% 10.8% 9.1% 20.8% 15.7%
Friends, family 71.0% 72.0% 58.2% 73.5% 71.2% 66.1% 74.1% 70.5%
Planning activities
Mobile apps 57.7% 59.3% 35.1% 61.7% 62.3% 52.8% 60.9% 29.5%
Social media 59.3% 62.3% 57.3% 63.4% 57.6% 54.6% 47.1% 47.0%
Travel agent 36.5% 48.3% 39.0% 30.6% 37.6% 39.0% 48.8% 44.0%
Hotel staff 64.1% 62.5% 42.1% 57.3% 56.3% 55.1% 31.3% 27.8%
Friends, family 71.8% 72.3% 43.1% 68.6% 64.8% 57.8% 44.5% 39.4%
Making airline reservations
Mobile apps 61.1% 58.3% 25.2% 63.3% 50.5% 37.1% 70.3% 48.0%
Social media 18.9% 16.0% 40.9% 25.0% 15.8% 13.4% 28.5% 28.5%
Travel agent 67.9% 66.4% 66.0% 70.7% 81.6% 87.9% 42.4% 69.1%
Hotel staff 1.7% 2.5% 3.7% 1.7% 2.9% 0.9% 7.0% 8.6%
Friends, family 23.2% 21.8% 18.8% 20.3% 18.8% 13.2% 22.7% 28.8%
Making hotel or other lodging reservations
Mobile apps 51.0% 47.7% 25.7% 56.7% 50.0% 46.2% 68.3% 46.3%
Social media 24.2% 22.4% 39.1% 34.0% 23.0% 26.0% 30.2% 36.1%
Travel agent 63.6% 64.8% 67.0% 51.3% 73.6% 71.6% 39.9% 67.8%
Hotel staff 10.3% 10.0% 6.2% 8.4% 3.9% 3.9% 14.9% 12.8%
Friends, family 33.2% 32.2% 22.6% 32.1% 24.3% 19.2% 22.2% 27.5%
Making car rental reservations
Mobile apps 54.8% 49.1% 14.9% 57.8% 43.4% 27.9% 63.0% 39.0%
Social media 19.5% 14.9% 22.8% 25.2% 14.0% 11.0% 23.9% 34.4%
Travel agent 49.9% 37.3% 9.5% 33.8% 36.0% 12.5% 23.4% 41.6%
Hotel staff 7.5% 10.0% 3.3% 9.6% 12.6% 15.6% 21.6% 22.5%
Friends, family 18.4% 17.0% 9.8% 20.6% 14.4% 9.2% 20.1% 21.7%
Purchasing tour or attraction packages
Mobile apps 42.5% 45.1% 23.2% 44.1% 44.7% 42.4% 52.0% 32.3%
Social media 30.3% 34.0% 38.8% 31.1% 30.5% 25.6% 35.9% 36.4%
Travel agent 35.6% 41.6% 43.0% 29.8% 31.7% 29.6% 37.2% 54.6%
Hotel staff 52.6% 52.9% 19.6% 51.0% 57.8% 60.1% 40.7% 44.0%
Friends, family 32.2% 33.6% 17.4% 26.6% 25.3% 20.6% 24.0% 28.1%
Making restaurant/dining reservations
Mobile apps 62.3% 64.9% 27.7% 58.7% 58.8% 53.2% 73.0% 55.1%
Social media 54.1% 52.1% 37.7% 50.7% 47.5% 44.0% 40.9% 70.0%
Travel agent 9.2% 14.3% 25.0% 6.7% 7.0% 3.1% 22.2% 26.1%
Hotel staff 47.1% 46.7% 25.0% 40.3% 38.2% 35.7% 37.2% 42.4%
Friends, family 58.4% 56.5% 26.8% 48.4% 41.4% 44.2% 22.1% 43.9%
Finding a place to shop
Mobile apps 49.5% 49.7% 64.2% 49.2% 56.4% 55.3% 71.1% 51.2%
Social media 32.8% 31.1% 65.0% 35.6% 34.4% 44.8% 44.9% 68.2%
Travel agent 4.1% 7.3% 11.0% 5.4% 4.9% 6.3% 23.5% 27.3%
Hotel staff 29.2% 35.2% 65.2% 31.4% 34.1% 39.6% 30.8% 26.4%
Friends, family 40.0% 36.8% 41.5% 33.0% 29.3% 46.7% 24.7% 41.7%
Accessing maps/directions
Mobile apps 84.3% 83.6% 73.8% 81.1% 79.7% 78.2% 78.1% 72.6%
Social media 25.8% 23.8% 60.7% 29.3% 22.3% 24.5% 29.1% 38.1%
Travel agent 6.6% 7.8% 11.6% 7.0% 7.6% 6.1% 13.0% 19.4%
Hotel staff 22.4% 26.1% 53.7% 31.7% 30.6% 38.6% 15.7% 34.5%
Friends, family 17.7% 17.6% 25.8% 15.6% 13.1% 9.5% 15.7% 20.0%
Other trip planning
Mobile apps 1.1% 0.9% 1.3% 1.6% 0.9% 2.0% 5.4% 4.9%
Social media 1.5% 1.2% 1.5% 1.0% 1.0% 0.5% 3.5% 2.4%
Travel agent 1.9% 1.2% 0.9% 1.3% 0.7% 0.2% 4.0% 2.2%
Hotel staff 1.7% 0.9% 1.5% 1.7% 0.9% 1.3% 1.8% 4.0%
Friends, family 1.2% 1.1% 1.0% 0.8% 0.7% 0.9% 1.9% 3.9%
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Mobile apps: The majority of respondents across all visitor groups used mobile apps to access
maps and directions. Chinese respondents also relied heavily on mobile apps for other aspects
of their H a w atripg including making airline, accommodations, car, and dining reservations;
planning activities; and finding places to shop.

Over half of the respondents from U.S. West, U.S. East, Canada, Europe and Oceania used
mobile apps to plan activities and make restaurant/dining reservations. Among Japanese
respondents, usage of mobile apps was not as extensive compared to other visitor groups. In
addition to accessing maps and directions, Japanese respondents used mobile apps to find
places to shop.

Social media: Many respondents across all visitor groups used social media in choosing their
vacation destination, planning their activities, making restaurants/dining reservations, and finding
places to shop

Travel agents: Visitors from Japan used travel agents more often than other resources when
choosing a vacation destination, making airlines and lodging reservations, and purchasing tour
packages. Visitors from Europe, Oceania, and Korea also relied heavily on travel agents to make
airlines and lodging reservations.

Hotel staff: Overall, visitors sought assistance from hotel staff primarily to purchase tour
packages followed by help in making restaurants/dining reservations, planning activities, and
finding places to shop.

Friends and relatives: Recommendations from friends and relatives was the most often used
source of information cited by respondents in selecting their vacation destination. To a lesser
extent, their input was also used in helping respondents plan their activities as well as finding
places to shop or dine.
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VISITOR PROFILES

This section of the report includes a profile of 2017 H a w avisitbris who participated in the VSAT
survey. (See the companion Excel workbook of 2017 annual VSAT data tables posted on the
HTA website for more details).

Figure 28. 2017 Visitor Profile by Market
(Percentage of Visitors by MMA 2017)

Major Market Areas
u.s. U.S.
West East Japan Canada Europe Oceania China Korea
LIFESTYLE/LIFESTAGE
Get married/honeymoon 4.0% 6.9% 18.9% 4.0% 11.2% 4.2% 10.8% 36.0%
Family 22.3% 15.3% 14.4% 23.7% 11.0% 24.7% 13.8% 17.1%
Young 10.4% 14.1% 25.2% 13.8% 19.8% 9.2% 24.8% 21.1%
Middle age 21.3% 23.0% 24.5% 22.2% 30.2% 21.8% 28.4% 20.1%
Seniors 42.0% 40.7% 17.0% 36.3% 27.9% 40.0% 22.2% 5.7%
VISITATION STATUS
First time 19.1% 41.9% 34.9% 34.9% 71.2% 51.4% 83.0% 78.2%
Repeat 80.9% 58.1% 65.1% 65.1% 28.8% 48.6% 17.0% 21.8%
EMPLOYMENT
Self-employed 14.9% 11.9% 9.9% 16.8% 14.0% 15.0% 16.7% 16.1%
Employed, for someone else 51.9% 60.5% 58.9% 53.7% 62.5% 59.5% 46.0% 46.4%
Retired 25.5% 21.3% 4.8% 23.7% 15.5% 19.8% 18.9% 1.6%
Student 1.8% 1.9% 6.9% 1.9% 3.9% 1.2% 7.0% 7.3%
Homemaker 4.5% 3.1% 12.1% 2.3% 1.4% 3.0% 2.7% 11.8%
Other 1.3% 1.4% 7.4% 1.6% 2.7% 1.5% 8.6% 16.9%
EDUCATION
No, some high school 0.2% 0.5% 1.9% 1.0% 2.3% 1.9% 1.6% 1.2%
High school grad 5.5% 5.3% 18.2% 8.1% 13.5% 21.5% 8.1% 9.6%
Some college 16.3% 11.6% 6.2% 13.6% 9.5% 9.4% 5.8% 4.3%
Vocational/technical 4.1% 3.2% 10.2% 10.4% 11.3% 16.6% 2.4% 2.0%
2-year degree 9.0% 7.6% 7.5% 7.5% 5.4% 5.1% 14.8% 10.2%
4-year degree 34.6% 34.8% 47.5% 33.6% 26.5% 23.0% 43.4% 52.6%
Post grad degree 30.3% 37.1% 8.4% 25.8% 31.7% 22.6% 23.9% 20.1%
Figure 29. 2017 More Visitor Profile by Market
(Percentage of Visitors by MMA 2017)
Major Market Areas
U.S. U.S.
West East Japan Canada Europe | Oceania China Korea
Gender
Male 43.7% 43.5% 46.4% 42.1% 51.8% 38.0% 47.9% 52.2%
Female 56.3% 56.5% 53.6% 57.9% 48.2% 62.0% 52.1% 47.8%
Average Age (years) 52 51 41 50 46 52 42 37
Traveled 500+ miles in past 3 years
Yes 81.4% 80.8% 49.0% 84.5% 84.4% 79.3% 83.3% 58.2%
No 18.6% 19.2% 51.0% 15.5% 15.6% 20.7% 16.7% 41.8%
LivedinHawai 6i
Yes 7.9% 5.6% 1.5% 2.1% 1.3% 1.1% 6.9% 2.4%
No 92.1% 94.4% 98.5% 97.9% 98.7% 98.9% 93.1% 97.6%
Friends/relativesinHa waii 6 i
Yes 45.9% 38.8% 15.7% 18.4% 16.4% 9.5% 12.4% 11.6%
No 54.1% 61.2% 84.3% 81.6% 83.6% 90.5% 87.6% 88.4%
Own Property in H§g
Yes, | own timeshare units 8.7% 5.1% 10.8% 5.3% 1.3% 1.0% 1.2% 0.8%
Yes, | own other types of property 2.6% 1.3% 0.9% 1.7% 0.6% 0.3% 0.6% 0.3%
No, but plan to in the future 11.8% 9.9% 5.8% 9.0% 5.0% 3.0% 13.6% 10.1%
No 76.9% 83.8% 82.6% 84.1% 93.2% 95.7% 84.6% 88.8%
Traveledto Ha waw iéti h é
Spouse 64.5% 60.9% 51.9% 66.6% 52.8% 67.7% 50.4% 68.7%
Other adult family member 29.1% 24.6% 26.2% 25.1% 16.7% 22.2% 21.0% 17.2%
Child/grandchild under 18 22.9% 15.6% 15.0% 23.9% 11.6% 25.2% 14.2% 17.4%
Friend/associate 15.9% 14.9% 21.7% 17.9% 15.5% 15.9% 25.2% 12.2%
Myself- traveling alone 9.0% 12.3% 7.5% 6.4% 13.4% 7.2% 10.7% 4.7%
Boyfriend/girlfriend 5.5% 6.5% 3.8% 7.0% 11.1% 4.5% 3.1% 2.5%
Same-sex partner 1.1% 1.2% 0.4% 0.9% 1.6% 1.0% 1.8% 0.3%

Hawai 0i Tourism Aut B8 r i t2017 Visitor Satisfaction and A&eitgrt



U.S. West

1 Among U.S. West respondents in 2017, senior visitors 55 years or over (42.0%) comprised
the largest age group, followed by middle age visitors between 35 and 54 years (21.3%) and
young visitors under 35 years old (10.4%) (Figure 28).

1 Family groups made up 22.3 percent of U.S. West respondents while four percent of the
respondents came to get married/honeymoon.

9 Eight out of ten U.S. West respondents (80.9%) wererepeat vi si tors to Hawai 6i

1 Two out of three respondents (66.8%) were employed (self-employed or employed for
someone else) while 25.5 percent were retired.

9 The majority of respondents were educated with college (43.6%) and post graduate (30.3%)
degrees.

1 There were more females (56.3%) than males (43.7%) among U.S. West respondents in
2017. The average age of the respondents was 52 years old.

9 The majority of respondents (81.4%) had traveled on a vacation of more than 500 miles from
home in the past three years.

1 Nearly half of the respondents had friendsor r el ati ves i n pdraentaver® i (45.
previ ous Ha wa&.7 pgericentrowngd tichesmates and 2.6 percent owned other types
of property in the islands.

9 The majority of U.S. West respondents traveled to the islands with their spouses (64.5%),
29.1 percent came with other adult family members, and 22.9 percent came with children
under 18 years of age. Additionally, 15.9 percent came with friends/business associates.

9 Four out of ten U.S. West respondents (39.1%) reported household income between
$100,000 to $199,999, and 12.3 percent had income over $200,000 (see 2017 VSAT
companion table, income).

U.S. East

1 U.S. East respondents showed similar age distribution as their U.S. West counterparts. Senior
(40.7%) was also the largest segment, followed by middle age (23.0%) and young (14.1%).

9 Family groups comprised 15.3 percent of U.S. East respondents while 6.9 percent came to

get married/honeymoon.

Over half of U.S. East respondents were repeat visitors (58.1%)t o Hawai 0

Seven out of ten respondents were employed while 21.3 percent were retired.

The majority of the respondents held college (42.4%) or post graduate (37.1%) degrees.

More than half of U.S. East respondents were female (56.5%) and 43.5 percent were male.

The average age was 51 years old.

1 The majority (80.8%) of U.S. East respondents have traveled more than 500 miles from their
homes in the past three years.

9 Compared to their U.S. West counterparts, fewer U.S. East respondents previously lived in
Hawa i &4), hquvefriecds andrelat i ves who | i v &), or own ldrapertyiing i (38.
Hawai 8. (6. 3

9 Six out of ten U.S. East respondents in 2017 came with their spouses (60.9%). Some came
with other adult family members (24.6%), children under 18 years old (15.6%), and
friends/business associates (14.9%).
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1 Over 40 percent of U.S. East respondents reported household income between $100,000 to
$199,999, and 21.9 percent had income over $200,000 (see 2017 VSAT companion table,
income).

Japan

1 In 2017, 25.2 percent of Japanese respondents were young, 24.5 percent were middle age,
and 17.0 percent were seniors.

1 Some respondents came to get married/honeymoon (18.9%) or traveled in family groups
(14.4%).

9 Two thirds of the Japanese respondents (65.1%) were repeat visitors to the islands.

1 The majority were employed (68.8%), 6.9 percent were students, and 4.8 percent were
retirees. There continued to be more homemakers (12.1%) compared to the other visitor
markets.

1 Almost half of the Japanese respondents had college degrees (47.5%) and a small
percentage held post-graduate degrees (8.4%).

1 More females (53.6%) than males (46.4%) responded to the survey in 2017. The average age
was 41 years old.

9 Close to half Japanese respondents (49.0%) have taken a trip of more than 500 miles in the
past three years.

1 Very few respondents previouslylived i n Hawai 6i pfertenthdse friends and/orl 5. 7
relat i ves | i viiand 11i7 percéht awadad dimeshares or other properties in the
islands.

9 Over half of the respondents came with their spouses (51.9%), 26.2 percent came with adult
family members, 15.0 percent came with children, and 21.7 percent traveled with
friends/business associates.

1 Among Japanese respondents in 2017, 15.6 percent reported household income between
7.5M to 10M yen, and 21 percent had income of 10M yen or more (see 2017 VSAT companion
table, income).

Canada

9 Age distribution among Canadian respondents in 2017 showed seniors (36.3%) as the largest
group, followed by middle age (22.2%) and young (13.8%).

1 A quarter of the respondents came with families (23.7%).

Two thirds of Canadian respondents were repeat visitors (65.1%) to the islands.

9 Similar to U.S. visitors, 70.5 percent of Canadian respondents were employed and 23.7
percent were retirees.

9 Four out of ten respondents had college degrees, 25.8 percent had postgraduate degrees and
8.1 percent were high school graduates.

9 There were more females (57.9%) than males (42.1%) among Canadian visitors surveyed in
2017. The average age was 50 years old.

1 Most respondents (84.5%) had taken a trip of more than 500 miles in the past three years.

=
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1 Only 2.1 percenthadeverli ved i n Ha wpgeicenthave foiands antl/8r retatives who
live in the islands. Some own timeshare units (5.3%) or other types of property (1.7%) in
Hawai 0i

1 Two thirds of the respondents came with their spouses, 25.1 percent came with adult family
members, 23.9 percent came with children, and 17.9 percent traveled with friends/business
associates.

1 Like U.S. East visitors, 37.3 percent of Canadian respondents reported income levels between
$100,000 and $199,999 while 14.5 percent reported income of $200,000 or more (see 2017
VSAT companion table, income).

Europe

1 The largest group among European respondents in 2017 was middle age (30.2%), followed
by senior (27.9%) and young (19.8%).

9 Those who came to get married/honeymoon comprised 11.2 percent, while 11.0 percent of
the respondents came with families.

9 The majority of European respondents (71.2%) were first-time visitors.

9 Three out of four respondents were employed (76.5%), while 15.5 percent were retired.

9 Three out of ten European respondents were college graduates (31.8%) and another 31.7
percent had postgraduate degrees.

1 In 2017, over half (51.8%) of the European respondents were male and 48.2 percent were
female. The average age was 46 years old.

1 Most respondents (84.4%) had taken a trip of more than 500 miles in the past three years.

1 Very few respondents had ever | i v e d iiKl.3%l)abutal6.4 percent have friends and
relatives in Hawai 6

9 Over half (52.8%) of the respondents came with their spouses, 16.7 percent were with other
adult family members, 15.5 were with friends/business associates, 11.6 percent were with
children, and 11.1 percent were with boyfriends/girlfriends.

1 A quarter of the respondents (26.1%) reported income levels between $100,000 and $199,999
and 9.2 percent had income of $200,000 or more (see 2017 VSAT companion table, income).

Oceania

9 Senior (40.0%) comprised the largest group of respondents from Oceania in 2017, followed

by middle age (21.8%) and young (9.2%).

A quarter of Oceania respondents came with family groups (24.7%).

Over half of Oceania respondents (51.4%) were first-time visitors.

Three out of four respondents (74.5%) were employed while 19.8 percent were retired.

Nearly three out of ten respondents were college graduates (28.1%) and another 22.6 percent

had postgraduate degrees.

1 Among survey respondents from Oceania, 62.0 percent were female and 38.0 percent were
male. The average age was 52 years old.

1 The majority (79.3%) respondents had taken a trip of more than 500 miles in the past three
years.

= =4 -8 4

Hawai 0i Touri sm Aut Blor i t29017 Visitor Satisfaction and A&eqitgrt



and

12.

1 One percent of the respondents (1.1%) had previously| i ved i n 9.8 peecénthad
friends and relatives who resided in the islands.

I Two out three respondents (67.7%) came with their spouses, 25.2 percent traveled with
children, 22.2 percent were with adult family members, and 15.9 percent came with
friends/business associates.

1 A third of Oceania respondents reported income levels between $100,000 and $199,999,
while 11.7 percent reported income of $200,000 or more (see 2017 VSAT companion table,
income).

China

91 Age distribution among Chinese respondents in 2017 showed middle age (28.4%) as the
largest group, followed by young (24.8%) and senior (22.2%).

9 Close to 14 percent the respondents traveled with families while 10.8 percent came to get
married/honeymoon.

1 Eight out of ten Chinese respondents (83.0%) were first-timevi si t or s t o Hawai 6i

1 Nearly two thirds the respondents were employed (62.8%) and 18.9 percent were retirees.

1 Nearly six out of ten respondents (58.2%) had college degrees and 20.1 percent held post-
graduate degrees.

9 There were more females (52.1%) than males (47.9%) among Chinese respondents in 2017.
The average age was 42 years old.

1 Most (83.3%) of the respondents had taken a trip of more than 500 miles in the past three
years.

1 Some respondents previously lived i n Hawai 6i ( gercenthad, frienvd$ and/ce
relatives living in the islands.

1 A small percentage of the respondents (1.2%) owned timeshares or other properties in
Hawai 0i

1 Half (50.4%) of the respondents came with their spouses, 25.2 percent were with
friends/business associates, 21.0 percent came with adult family members, and 14.1 percent
were with children.

1 Among Chinese respondents in 2017, 13.9 percent reported household income between
657,969 Yuan and 1,151,450 Yuan, and 5.9 percent with income of 1,315,944 Yuan or more
(see 2017 VSAT companion table, income).

Korea

9 Age distribution among Korean respondents in 2017, showed a higher percentage of young
visitors (21.1%) compared to middle age (20.1%) and senior (5.7%) visitors.

1 Korean respondents had the highest percentage of visitors who came to get
married/honeymoon (36.0%) compared to other visitor groups.

1 The majority of Korean respondents (78.2%) were first-time visitors.

9 Two thirds of the respondents were employed (62.5%), while only 1.6 percent were retired.

1 The majority of the respondents were college graduates (62.9%) and another 20.1 percent

Hawai 0i Tourism Aut B2 r i t20T7 Visitor Satisfaction and A&eyitgrt
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Over half of Korean respondents in 2017 were male and 47.8 percent were female. The
average age was 37 years old.

More than half (58.2%) of the respondents had taken a trip of more than 500 miles in the past
three years.

Ony24percent had | ived i A.6petaxenthaddrienddand/on relatives
in the islands.

Seven out of ten (68.7%) respondents came with their spouses, 17.4 percent traveled with
children, 17.2 percent came with adult family members, and 12.2 percent were with
friends/business associates.

A third of the respondents (33.9%) reported household between 47,595,376 KRW to
89,902,375 KRW, and 15.6 had income above 89,902,375 KRW (see 2017 VSAT companion

table, income).

Primary Purpose of Trip

The VSAT survey inquired visitors about the primary purpose of their trip H a w aandddspondents
could only select one reason from the list shown in Table 30.

Figure 30. Primary Purpose of Trip All Visitors

(Percentage of Visitors by MMA, 2017)

whi |l

Major Market Areas

Us- Us-

West East Japan Canada | Europe | Oceania China Korea
Primary Purpose of Trip
Vacation 60.3% 52.9% 63.5% 75.5% 63.7% 80.9% 73.0% 47.3%
Visit friends/relatives 8.8% 10.3% 1.4% 3.0% 4.9% 1.8% 2.6% 2.7%
Anniversary/birthday 9.8% 9.8% 2.0% 6.7% 7.1% 6.3% 0.9% 3.9%
Attend a business meeting or conduct
business 4.0% 5.3% 1.8% 1.4% 1.8% 0.7% 1.9% 1.5%
Attend/participate in a wedding 3.2% 2.7% 5.9% 2.0% 1.8% 0.3% 1.8% 0.3%
Honeymoon 2.4% 4.9% 14.3% 2.5% 7.9% 3.1% 5.2% 32.5%
Get married/vow renewal 0.7% 0.7% 2.3% 0.6% 1.3% 0.3% 0.1% 1.3%
Convention, conference, seminar 2.8% 4.5% 0.9% 2.4% 5.0% 0.8% 3.2% 1.5%
Family gathering/reunion 1.8% 1.6% 0.7% 1.4% 0.9% 0.6% 1.0% 2.8%
Sports event 0.6% 0.8% 0.9% 1.0% 1.5% 0.4% 0.5% 0.1%
Incentive/reward 1.0% 1.5% 0.7% 1.0% 0.9% 0.2% 2.3% 3.3%
Attend/participate in a cultural/historical/
music event 0.5% 0.4% 0.4% 0.2% 0.4% 0.3% 0.3% 0.1%
Shopping/fashion 0.0% 0.1% 2.5% 0.1% 0.1% 0.6% 2.5% 0.8%
Education/visit schools 0.6% 0.4% 0.9% 0.2% 0.6% 0.1% 1.9% 1.3%
Other 3.6% 4.1% 1.7% 1.9% 2.1% 3.5% 2.8% 0.6%

1 U.S. West: Six out of ten U.S. West respondents in 2017 listed vacation (60.3%) as the

primary reason for coming to the islands. A few respondents came to celebrate
anniversary/birthday (9.8%) or to visit friends/relatives (8.8%).

US.East: Vacation was the primary purpose of
U.S. East respondents in 2017. Some came to visit friends/relatives (10.3%) or to celebrate
anniversary/birthday (9.8%).

Japan: Vacation was the primary purpose for 63.5 percent of Japanese respondents coming
to Hawai 6i, whil e hdheymddn ipteeristmdaat came t o
Canada: Three out of four Canadian respondents listed vacation was their primary purpose
of trip to H a w & A féw respondents (6.7%) came to celebrate an anniversary/birthday.

C O mi
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1 Europe: Vacation was also the primary reason for 63.7 percent of European respondents. A
few came to honeymoon (7.9%) or to celebrate an anniversary/birthday (7.1%).

9 Oceania: Most respondents from Oceania listed vacation (80.9%) as their primary purpose
for their trip while 6.3 percent came to celebrate an anniversary/birthday.

9 China: Three out of four Chinese respondents listed vacation as their primary purpose for
their trip, while 5.2 percent came to honeymoon in the islands.

1 Korea: Vacation was the primary purpose for 47.3 percent of Korean respondents visiting
H a w a Fobai third of the respondents (32.5%), the primary purpose was to honeymoon.

Secondary Purposes of Trip

The VSAT survey also inquired about vHaswatdmbrisd s e
multiple responses were allowed. Results are shown below.

Figure 31. Secondary Purpose of Trip All Visitors
(Percentage of Visitors by MMA, 2017)

Major Market Areas

u.s. u.s.

West East Japan Canada | Europe | Oceania China Korea
Secondary Purpose(s) of Trip
Visit friends/relatives 20.4% 21.1% 6.0% 12.5% 11.6% 5.2% 7.9% 7.7%
Anniversary/birthday 20.6% 20.7% 8.8% 18.0% 18.8% 16.0% 7.7% 18.6%
Family gathering/reunion/funeral 9.0% 6.1% 6.2% 7.7% 3.7% 4.6% 8.5% 8.0%
Attend a business meeting or conduct
business 6.4% 7.0% 3.5% 2.2% 2.9% 1.4% 5.4% 2.4%
Honeymoon 3.3% 6.0% 17.2% 3.4% 9.9% 3.7% 10.1% 35.6%
Attend a convention, conference or seminar 3.8% 5.9% 1.9% 3.5% 6.4% 1.5% 5.5% 2.2%
Incentive/reward 2.7% 3.1% 1.8% 3.1% 2.7% 1.6% 7.6% 11.8%
Attend/participate in a wedding 3.7% 3.2% 8.0% 2.3% 2.1% 0.4% 2.8% 0.7%
Shopping/fashion 3.3% 2.4% 38.6% 5.0% 4.8% 20.3% 35.3% 27.1%
Attend/participate in a sporting event 1.3% 1.5% 2.5% 2.0% 2.6% 1.1% 1.3% 1.3%
Attend/participate in a cultural/
historical/music event 2.2% 2.2% 1.6% 2.1% 2.2% 2.1% 1.5% 2.7%
Real estate purchase or viewing 3.2% 2.6% 1.7% 1.8% 1.4% 0.5% 3.8% 1.0%
Get married/vow renewal 1.1% 1.2% 3.6% 0.8% 2.0% 0.6% 1.2% 5.5%
Education/visit schools 1.0% 0.8% 1.9% 0.5% 1.3% 0.3% 4.3% 2.0%
Other 10.5% 9.8% 4.6% 12.0% 9.4% 16.1% 13.6% 3.6%

I For U.S. West respondents, visiting friends and relatives and celebrating an
anniversary/birthday were the two most cited secondary purposes for their trip.

9 For U.S. East respondents, the two most mentioned secondary purposes for their trip was
also to celebrate an anniversary/birthday and to visit friends and relatives.

1 Among Japanese respondents, shopping/fashion was the prevailing secondary purpose for
their trip (38.6%) followed by honeymoon (17.2%).

1 For Canadian respondents, celebrating an anniversary/birthday (18.0%) and visiting friends
and relatives (12.5%) were the top two secondary purposes for their trip.

1 Among European respondents, celebrating an anniversary/birthday (18.8%), visiting
friends/relatives (11.6%), and honeymooning (9.9%) were the most cited secondary purposes
for their trip.

9 For Oceania respondents, shopping/fashion (20.3%) was the prevailing secondary purpose
for their trip, followed by celebrating an anniversary/birthday (16.0%).

1 Among Chinese respondents, shopping/fashion was the predominant secondary purpose for
their trip (35.3%), followed by honeymooning (10.1%).
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1 Honeymooning (35.6%) was the prevailing secondary purpose for travel to H a w aamaonig
Korean respondents followed by shopping/fashion (27.1%) and celebrating an
anniversary/birthday (18.6%).

ONE DETAIL THAT MADE TRIP TO H A WA IEXGELLENT

At the end of the VSAT survey there were two open-ended questions intended to provide
respondents with the opportunity to offer their own subjective opinion of their trip to Ha w a Thé
first question asked for the one detail that made their trip to H a w afiexéellentd Responses are
provided in Figure 32.

Figure 32. One Detail that Made Trip to Ha w aExdéellent

VISITOR MARKET
us us
West East Japan Canada | Europe Oceania China Korea

Nature/natural beauty, scenery 32.5% 40.0% 23.0% 39.5% 46.9% 16.5% 53.7% 42.4%
Beach/ocean 17.3% 10.6% 15.3% 17.8% 13.0% 12.7% 18.4% 16.3%
Relaxation/good atmosphere 13.6% 10.8% 23.9% 13.2% 7.3% 21.7% 7.3% 20.5%
Friendly people/warm hospitality/ 12.0% 14.6% 4.5% 12.7% 16.0% 25.2% 4.7% 7.5%
customer service

One particular packaged tour or activity 6.3% 6.3% 15.0% 5.3% 4.8% 8.6% 6.5% 6.2%
Events/celebrations with friends/family 5.9% 5.4% 5.2% 3.1% 3.0% 2.2% 0.8% 1.2%
Accommodations 3.3% 2.4% 5.8% 2.5% 1.5% 3.0% 1.6% 1.7%
Events | observed or participated in 3.4% 3.5% 2.2% 2.4% 3.0% 2.5% 3.3% 1.9%
Local culture/food/music 3.1% 3.1% 3.1% 1.6% 1.7% 1.8% 1.6% 1.2%
Military historical sites 1.1% 1.6% 0.9% 0.5% 1.5% 4.2% 1.8% 0.3%
Weather 0.2% 0.2% 0.0% 0.3% 0.2% 0.2% 0.0% 0.1%
Location 0.2% 0.1% 0.1% 0.1% 0.1% 0.2% 0.1% 0.1%
Overall, non-specific positive evaluation 0.4% 0.8% 0.0% 0.2% 0.4% 0.4% 0.0% 0.0%

1 U.S. West: For this group of respondents, Ha wa@is6 inat ur al thebmost mdntoned a s
detail that made their trip fexcellento (32.5%). Otherr easons t hat achieved
rating include Ha w & ibédaches/ocean, its relaxation/good atmosphere, and its friendly
people/warm hospitality/customer service.

1 U.S. East: Four out of ten U.S. East respondents (40.0%) said the one detail that made their
Hawai 6i trip menbosr anba teu rwsalse rodpmardenisgvére impressed with
the friendly people/warm hospitality/customer service, the relaxation/good atmosphere, and
the beaches/ocean.

1 Japan: Among Japanese respondents, the top two details that made their trip fexcellentowere

a

the relaxation/good atmosphere and Hawai 6i 6 s nature/ nat u$%omé beaut
respondents were i mpr ess e dchawlitheihpaddagenr@uis/activiies. b e ac h e
1 Canada: Four out of ten Canadian respondents (39.5%) s ai d t h a&ts Hhawaiir @il bea

was the one thing that made their trip fexcellentd . the® wer e i mpresseds with
beaches/ocean.

1 Europe: Nearly half of European respondents (46.9%)wer e | mpr es s edds wnathu rHalw

beauty. Respondents also mentioned Ha w a ifriendly people/warm hospitality/customer
service.

1 Oceania: A quarter of the respondents from Oceania (25.2%) said thattherHawai 6i tr i p
fexcellentd because of the friendly people/warm hospitality/customer service that they
encountered. The relaxation/good atmosphere,
that also enhanced their experience.
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1 China: Over half of the respondents (53.7%)f r om Chi na 6ssa inda tHiarwmabie bie aut y

their trip fAiexcellent o whil é&beachds/eceas. wer e

9 Korea: Four out of ten Korean respondents (42.4%)s ai d t h @&ts Hawalir @il
their trip memorable. Others loved the relaxation/good atmosphere and were impressed with
H a w & ibeaches/ocean.

ONE THING THAT COULD BE IMPROVED

The second open-ended question asked visitors for one detail that could be improved to make
their stay i n Hawthirddfithe mgpondentsfrom U.$.aVledt, ©.S. East, Japan,
Canada Europe and Oceania, and a quarter of respondents from China and Korea experienced

no negatives and had a great time in Hawai 6i

Figure 33. Share the One Thing that Could be Improved to Make Your Stayin Hawai 0 i
More Enjoyable

VISITOR MARKET

u.s. u.s.

West East Japan | Canada | Europe | Oceania | China | Korea
No negatives/everything was great 33.0% | 38.8% | 37.9% 34.2% | 35.7% 41.6% | 26.2% | 29.4%
Accommodations/cleanliness/upkeep 2.1% 1.3% 4.7% 2.7% 1.7% 2.8% 4.7% 5.2%
Accommodations/not as promised 1.9% 2.0% 3.4% 1.8% 2.6% 3.7% 2.4% 1.7%
Accommodations/poor service from staff 0.7% 0.3% 2.3% 0.5% 0.7% 1.5% 2.3% 1.3%
Activities/attractions (not specified) 0.5% 0.3% 0.2% 0.3% 0.3% 0.5% 0.5%
Variety of activities/attractions 1.0% 0.8% 2.8% 1.2% 1.0% 1.2% 4.8% 3.2%
Would like to experience more local culture 5.3% 7.1% 2.3% 7.0% 9.6% 6.3% 8.8% | 10.6%
Commercialization/urbanization/crowds/loss of 0.5% 0.6% 0.1% 0.4% 0.6% 1.0%
local culture
Cellphone/WIFI service/lnternet access 0.1% 0.0% 0.2% 0.2% 0.2% 0.2% 0.3% 0.2%
Customer service/hospitality/the people 1.1% 1.0% 2.6% 1.1% 1.1% 2.1% 1.6% 2.8%
Unfriendly/felt unwelcome/Japanese Catered to 0.2% 0.1% 0.0% 0.2% 0.1% 0.5% 0.2%
Cost/expensive (specific/non-specific) 3.5% 3.9% 2.5% 7.2% 7.6% 4.1% 0.8% 1.2%
Concerns about safety 2.1% 2.5% 3.9% 1.9% 1.6% 1.9% 3.0% 4.2%
Crime/safety/items lost/stolen 0.2% 0.1% 0.1% 0.1% 0.2% 0.1% 0.2%
Scams (forced to pay/purchase something) 0.1% 0.0% 0.1% 0.1% 0.1%
Solicitors (esp. timeshare and street solicitors 0.0% 0.1% 0.0% 0.1% 0.1% 0.1%
in Waikiki)
Food/restaurant quality 2.0% 1.9% 8.1% 2.4% 3.1% 2.7% 6.0% 7.4%
Food/restaurant variety/dining options 3.8% 3.9% 5.6% 3.4% 6.7% 6.6% | 19.1% | 10.7%
Food/restaurant/poor service 0.9% 0.6% 3.3% 0.6% 0.7% 1.0% 1.2% 1.7%
Foreign language not spoken/understood 0.0% 0.3% 0.0% 1.3% 0.2%
Homelessness 1.5% 1.6% 0.2% 1.3% 2.1% 3.2% 0.3% 0.6%
Nuisances (dirty or unavailable public 1.8% 1.3% 0.8% 2.0% 1.2% 1.0% 0.5% 0.4%
restrooms, litter, bugs, animals, noise, shabby)
More Information (signage, maps) 0.1% 0.3% 0.2% 0.4% 0.3% 0.4% 0.3% 0.1%
Driving experience (signage, road surface, 5.8% 4.9% 2.3% 4.6% 3.7% 2.0% 1.9% 3.8%
traffic violations, bad drivers)
Parking (not enough/parking fees) 0.6% 0.3% 0.1% 0.2% 0.2% 0.1% 0.2% 0.5%
Ground transportation/tour busses/limos, 1.1% 1.4% 4.8% 1.7% 3.9% 2.6% 5.2% 2.2%
availability of taxi cabs etc.
Public transportation (cost, availability, trolleys, 0.3% 0.3% 0.3% 0.2% 0.8% 0.9% 0.3% 0.1%
buses, taxis, shuttles)
Rental car experience (long waits in line, 6.2% 4.9% 2.0% 6.3% 3.2% 1.6% 2.0% 3.8%
condition of rental car, bad check in or out
service/rental car company service)
Traffic (congested/slow) 20.8% | 16.0% 6.0% 15.0% 9.0% 5.9% 5.0% 6.9%
Travel Problems (cost, airport, airline, 1.8% 2.1% 0.8% 1.6% 1.2% 3.2% 0.5% 0.6%
TSA/customs, cruise)
Weather 0.6% 0.6% 0.6% 0.4% 0.4% 0.2%
Other 12.0% 13.0% 8.5% 15.9% 14.2% 18.1% 7.3% 6.9%

mpr es s
beauty

Res
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1 U.S. West: For this group of respondents, 20.8 percent were negatively impacted by the
heavy traffic congestion. Others had issues with their rental car (long wait in line, condition of
the car, bad check in/check out service, 6.2%), orhadi ssues with driving in
signage, road surface, traffic violations, bad drivers, 5.8%). About five percent of the
respondents would have liked to have experienced more local culture (5.3%).

1 U.S. East: Among this group of respondents, traffic congestion (16.0%) was their main issue.
Some respondents would have liked to have experienced more local culture (7.1%), while
others had issues with their rental car experier

1 Japan: For this group of respondents, issues with food/restaurants (quality, variety, dining
options, service, 17.0%) and issues with accommodations (cleanliness, not as promised, poor
service, 10.5%) were the most reported experiences that negatively impacted their Hawa i 0 i
trip.

i Canada: Traffic congestion (15.0%) was the main issue for Canadian respondents. Some
cited the high cost (7.2%) while others would like to have experienced more local culture
(7.0%).

9 Europe: For this group, 9.6 percent of the respondents felt that their experience with local
culture could have been better. Traffic congestion (9.0%), the high cost (7.6%), and the lack
of food/restaurant variety and dining option (6.7%) were other issues that were negative about
their Hawai 6i trip.

9 Oceania: For Oceania respondents, some felt that food/restaurants (quality, variety, dining
options, service, 10.3%) and accommodations (cleanliness, not as promised, poor service,

8. 0%) i n Hmapreventent. need
i China: for this group of respondents, 25.1 percent felt that their experience with
food/ restaurants in Hawai 6i (qguality, variety,

respondents had issues with the accommodations (9.5%), while others would have liked to
have experienced more local culture (8.8%).

1 Korea: Among Korean respondents, 18.2 percent felt that the quality, variety, and dining
option with Hawai 6i 6s food/restaurants needed i
liked to have experienced more local culture (10.6%), while others had issues with their
accommodations i.n Hawai 6i (8. 2 %)
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SURVEY METHODOLOGY

The 2017 VSAT survey instrument was produced in English, Japanese, Chinese and Korean. The
survey contained seven pages and 30 questions inquiring about a broad range of trip-related
topics including satisfaction with the trip, intention to return to H a w a $sodrées of information
consulted during trip planning, activities done on each island and questions regarding
demographic profile of the survey respondents.

The objective of the survey was to collect, process, and report satisfaction and activity data from
a representative sample of domestic and international visitors. In 2017, the minimum requirement
was 16,800 completed surveys from U.S. West, U.S. East, Japan, Canada, Europe and Oceania
(Australia/New Zealand), China and Korea.

Respondents were randomly selected from within specified subgroups of the total population of

possible respondents. The population was all visitor parties who departed by air in the calendar

year 2017. The sampling frame, that is the segment of the population from which respondents

were sampled, were all visitor parties who completed a Domestic In-Flight survey (which appears

on the reverse side of the Departme nt of Agri cul tureds (DOA) pl ant
an International Departure survey, or an Island Survey and who had a departure date between

January 1, 2017 and December 31, 2017.

Parties were randomly selected from within strata, or subgroups, in the population. Strata included
major market area (MMA), month of departure, visitor status (first-time vs. repeat), and islands
visited. The design was intended to produce a disproportionate stratified sample of our visitors
with a margin of error of plus minus less than one percentage point at the 95 percent confidence
level.

Selected U.S. West, U.S. East, Japanese, Canadian, European and Oceania visitors were
contacted via email to complete the survey on-line. Beginning in January 2016, data for Chinese
and Korean visitors were collected via intercept surveys at the Daniel K. Inouye International
Airport using iPad tablets.

Figure 34. Response Rates and Sample Statistics, VSAT 2017

MMA Completed Response Margin of

Surveys Rate Error
U.S. West 3661 21% 1.62
U.S. East 3766 22% 1.60
Japan 4279 37% 1.50
Canada 3802 27% 1.59
Europe 2083 20% 2.15
Oceania 1737 23% 2.35
China 1006 48% 3.09
Korea 1118 40% 2.93
Total 21452 26% 0.67

The overall survey response rate for 2017 was 26 percent. That produced a sample error estimate
of plus-or-minus 0.67 percentage points at the 95 percent confidence level.

Hawai 0i Tourism Aut B8 r i t2017 Visitor Satisfaction and A&eitgrt



APPENDIX

Hawai 0i Tourism Aut B r i t20T7 Visitor Satisfaction and A&eigrt



ENGLISH LANGUAGE VSAT SURVEY FORM, 2017
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Alohal
We sincerely hope you enjoyed your recent trip to Hawai“i.

Dwiring your visit you were kind encugh fo complete the Hawaii Tourism Authority visitor questionnaire. Your
name was randomly selected from over a milion completed forms to participate in this Visitor Satisfaction
SUMveY.

In Hawaii, we do our best to ensure each visitor's stay is as enjoyable as possible. We would very much
appreciate your candid answers to the enclosed guestionnaire on how well we took care of you. Your
responses will help us improve the Hawai‘l expenence for all visitors.

We assure you that your responses will be kept completely confidential and will be used for research
purposes only. We will not release your name to any individual or organization for any reason. The
answers you provide will be compiled without any identifying information and releagsed only in
aggregate form. K would be impossible to associate a response to an individual name or address.

We have contracted with QMark Research to conduct this survey on our behalf. Please return your completed

questionnaire directly to them in the enclosed postage paid envelope. This survey is also available on the

Intermet. If you have Intemet access, we recommend you fill out the survey on the web. The web address is:
www. hawaiitourismauthority.orgfsurvey2017

The password to access the survey is the number on the bottom right comer of the front page of the survey.

If you hawve amy questions regarding this survey, please contact QMark Research foll free at (844) 850-3605, or

by e-mail to QMSurvey@anthologygroup.com. We appreciate your visit to our islands and thank you wvery
much for your time.

Sincerely,

u._ﬂ70-‘-ﬂ1.?-¢_ - )-4;*—7.‘#.

George D .Sziget
Chief Executive Officer
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ﬂAWAl‘l TOURISM,

AUTHORITTY

2017 VISITOR SATISFACTION SURVEY

If you hawe internet access at a computer or mabile device, you may also fill this sureey on the web at

www.hawaiitourismauthority.org/survey2017
Your password to access the survey is the number on the bottom right comer of this page.

Aloha! Please answer each question candidly, thinking of youwr most recent ifp o Hawai'i. We need your
feedback o evaluate how well we take care of those who visit cur islands. Your answers will help us improve the

Hawai'i experience for all wvisitors. Your responses will be kept gompletsly copfidentisl answers from all
respondents will be talied as totals, not individual responses. Mahalo.

Instructions: FPlease answer each question by marking the circle [#] or writing in the space provided with a black
pen or dark lead pencil. Retumn the completed survey in the postage-paid envelope as soom as possible.

MARKING INSTRUCTIONS
CORRECT MARKS: INCORRECT MARKS:
LN N N N &SR0

A. Which of the following islands did you visit on this most recent trip? (Mark all that apply)

O‘ahu Maui Moloka'i Lana‘i Hawaii (Hilo) Hawai'i (Kona) Kaua'i

O 9] ] O 9] O (9]
1. How would you rate your most recent trip to Hawai'i?

Alsvve Below
Excalignt Average Average Poor
Sitate of Hawai'i Overall (8] ] 8] O O (8] 0 8]
How would you rate your experience on ... .7
Island of O"ahu (Waikiki' Honolulu) O O 8] O ] L8] ] 8]
Island of Maui (9] (9] ] O ] L8] ] 8]
Island of Moloka'i (9] (9] ] O ] L8] ] 8]
Island of Lana'i (9] (9] ] O ] L8] ] 8]
{Hilo) Hawait Islard (9] (9] 8] O 8] L8] O O
{Kona) Hawaii Islard (9] (9] 8] O 8] L8] O O
Island of Kaua'i (9] ] ] &) ] (9] ] 8]
2. Based on your most recent trip to Hawai'i, how would you rate Hawai'i on._.
PDOVE B0
Eucollont Average  Averaps Poor |

Offering a variety of experiences o O o o o o 0O o
The number of different! unique experiences (] 0 Q 0 O ] 9] O
Being a safe and secure destination (] (8] O 0 (8] (8] 8] O

3. Would you say this trip to Hawaii ... 7
O Exceeded your expectations O Met your expectations O Did not meet your expectations
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4. How likely are you to recommend Hawai‘i as
a wvacation place to your friends and
relatives?

O Very Likely

O Somewhat Likely
) Mot too likely

O Mot at all likely

5a. How likely are you to return to visit Hawai'i in
the mext five years?

If you came to Hawai‘i on wacation, would
you describe your most recent trip to Hawai‘
as: [Select only one)

O A cnce in a fetime trip

O A special oocasion

O More special than most trips we take

0O A regular annual or semi-annual frip

O Other

In addition to yourself, on this trip, who else

O Very Likely SHIF TO Q6 was in your travel party? (Mark all that apply)
) Somewhat Likely —— SKIP TO Q6
O Not oo fikedy CONTINUE O Myself only (traveled alone’ no one else)
O ot at all likely ———— CONTINUE 0 My spouse
i . . O My child{ren)/ gramndchild(ren) under 18
b ;h;ﬂmj;ual:’;’;rilkely to revisit Hawai'i? ) Other adult membars of my family
O mi O My friends/ associates
o Flrghltoalung. 0 My girifriend/ boyfriend
Too commenziall overdeveloped 0 Same sex partner
O Teo crowded' congested! traffic
O Mot enough value for the price B. ?fmﬂlepeupleﬁmeledwrﬂlmnnﬂns
O want to go someplace new " SMales  #Females
O Poor service 13 to 17 years
§] Unfriendly peoplef felt unwelcome 18 to 24 years
O Poor healthy age restriction 25 to 40 years
O Five years is too soon to revisit 41 to 50 years
O Too expensive &0 or mare
O Other (Specify) TOTAL
9a. What was the primary purpose of your most recent frip to Hawai'i? [ Select only one)
9b. What, if any, was the secondary purpose of your most recent visit? (Mark all that apply])
@54, Primary Purpoes 5D, Secondary
joneanswer) ___ Purposais) |

Hawa i

Vacation QO 0
Attend a business meeting or conduct business 0O O
Attend a comvention, conference or seminar O O
Incentivel reward (8] 0
Visit friemds or relatives (4] 0
Get mamied! vow renewal QO 0
Attend! participate in a wedding 0] 0
Honeymoon 8] 0
Anniversary! birthday (8] 0
Attend/ participate in a cultural! historical! musical event QO 0
Attend/ participate in a sparting event 0 8]
Medical reatment 0 0
Shopping/ fashion 8] 0
Education/ visit schools o] 0
Family Gathering/ Reunion O 0
Real estate purchase or viewing O 0
Oiher (specify) O o
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10. For each place you visited on your most recent trip, which of the following did you see or do®

Hawalq Hawal
Fsland Fsland

i) | (kona) | molokat | Lana1

O'ahu

OGOOQO'-'.'."C"DC'GQO'5.',"'-'.'."'5.',"'-'.'."C'C"DC'GOOO'-'.'."'5.',"'-'.'."C'C"DC'GOOOOQOOOOOGOGOOQOQOOOGOE
==

Oin owm (self-guided ) Driving around island
Helicopter ride or airplane tour
Boat Tour! submarine ride/ whale watching
Visiting communities - i.e. Chinatown, Haleiwa
Private Bmousine van four towr bus
Scenic viewsl natural landmarks
WMawie and televisson Taming locaton tours
Beach/ sunhaﬂiiq

U
Canceing' kayaking
Swimming in the ecean/ snorkeling
Windsurfing/ kitesurfing
JJet skiing/ parasailing
Scuba Diving
Fishing
Golf

Running/ jegging' finess walking
Spa

Backpacking hiking camping
Agritourism — iLe. farms, ranches
Sports event or foumament
Parks/ botanical gandens
Lunch/samnset! dinner’ evening cruise
Livee mussicy stage show
Nightchub/ dancing’ bar karacke
Fine dining

Family restaurant

Fast Food

Cafél coffes house

Ethmnic dining

Prepared cwm meals

Malls! department siores
Designer boutiques

Hotel stores

Swap meet or fiea market
Discounti outhet stores
Supermarkets

Fammer's market

Convenience stores

Dty free stores

Local shops and artisans
Historic military site

Cither historic site
Museum/ art gallery

Luaw' Polynesian show hula show
Lessons such as ukulele or hula orcanceing |
Play' concertl theatre

Artl craft fair

Festiall events [specify)
Airport shuttle

Trolley

Public bus

Tour busd Tour van

Tax/ Limoasine

Rental car

Sightssaing

[Ente rita inment & Dining

Hmmory, Culum & Fine & ms

ODGDODDODGDDDGDGDDODGDGDDDGDDODODGDDDGDDDDODGDGDGDGDDODO'E
QOQOQGOQGQOQO00OOQQGQOQOQOOOQQGQOQOQOOOQOQQOQOOOOOOOQQOQE
ODGDODDODGDDDGDGDDODGDGDDDGDDODODGDDDGDDDDODGDGDGDGDDODOE

Qo000 00 0000000000000 0000000000000O000000000000000|10000000
QOoOOoOQOQO 0000000000000 00000O0000000QDO00000000000000I0000000
Qo000 0000000000000 0000000000000Q0000000000000000|I0000000

Transportation
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11. Thinking back on your most recent trip to Hawai'i, when did you make the following decisions?

11a. Mark if you made your decision during your trip.
11b. Mark if you made your decision before your trip.
If you made fravel decisions during and before your frip, pleaze Al in both circles.

11e. M 11b iz marked please estimate the number of months in advance that you made your decision.

Ender 0 i you made yowr decizion less than one month before the inp began.

11a. During Trip | 11, Before Trip 11c. & MONTHS
Decision to take vacation/ pleasure irip -
Diecision to visit Hawai'i
Diecision on which islands to visit
Determining the dates of your trip
Choosing a place to stay
Making airline reservations
Purchasing airline tickels
Making accommaodation reservations

Making remtal car reservations
FPurchasing tour or atiraction E5

Other (specify)

2 Qo000 000:
Q 0000000000

12. Which of the following did you use for information about Hawai'i (A) before your trip, (B) during your
trip, and (C) after your trip to keep up with what's happening in Hawai'i? (Mark all that apply)

(A Befors | (E)Dunng | (c] After
8 | Travel agents/ Companies specializing in packaged tours O O O
b | Online social nebworking site 0 0 0
¢ | Recommendations from friends or relatives 0 0 0
d | Information at hotels! resorts (front desk! concierge) tour desk) 0 o 0
e | Smariphone or tablet applications relevant to your trip 0 0 0
f | Information from airine! commercial carmiers Q o Q
g | Personal experience O O O
h | Online travel bocking sitel online fravel agent a o Qo
i | Online webpage or blog covering Hawai'i 0 O O
J | Hawai s visitor bureaus website (GoHawaii.com) o 0 0
k | Magazines QO QO ]
| | Guide Books L8] [#] 8]
m | Television shopping channel! television program O 0 O
13. If you used a, b, ¢, d or e in the question abowe please specify how you did so below.
{(Mark all that apply)
a -Traval b- C- d - Hofel Front & - Moblle
Apgent! Tour Social Frienda | Deski Conclergal [Devicel Phong or
Madla Familly Tour Dask Tabiat Apps
Deciding on your vacation destination (8] O 0 (o] o
Planning activities o] o 8] O 4]
Making airline reservations (o] O 0 (o] o
Making hotel or other lodging reservations (8] o 0 o o
Making car rental reservations L+ O O L] o
Purchasing any four, attraction, or activity (8] o 0 o o
Selecting restaurants/ dining reservations o] o o O o
Finding places to shop (8] o 0 o o
Accessing maps and directions! GPS o o 8] o ]
Other (speciy) o o o o o
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